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A Goes Hunting for “Big Game” 


By Ben Rinaldi 


T Interactive and WizardWorks first opened the 

door for hunting sims with Deer Hunter and now EA 
Sports plans to kick the door off its hinges with its own 

take on the genre called Master Big Game Hunter (working 
title) for the PC. 
With Master Big Game Hunter, EA Sports plans to take 
outdoor hunting to new heights when it ships in the fall. The 
company promises features never before seen in hunting 
games. “Electronic Arts has recognized the mass market 
potential for outdoor sports and believes that it is time to 
make great games for this market,” said Randy Dershem, 


executive producer for EA Sports Outdoors. “Our goal is to 


make Outdoor games with the same quality standard as 


Industry Personnel Changes 


Crave Entertainment 

Holly Newman, former vice president of marketing for GT Interactive, has 
joined Crave Entertainment. Newman will serve as the company's executive 
vice president of publishing. Her duties will include overseeing all of the com: 
pany's publishing deals, sales programs, product development acquisition, and 


Golden Rule Printing 
is a proud recipient of 


over 50 prestigious 
national awards for 
printing and packaging. 


the strategic development of the company. 


Bullfrog Productions 

Les Edgar, co-founder and chairman of Bullfrog Produc 
tion to purs 
zen years—Edgar has seen the company produce 


games, such as Populous, Syndicate, Magic Carpet and Theme Park, as well 
as coordinating the purchase of the U.K.-based Bullfrog by Electronic Arts 


(EA). 


Apple Computer 


Toni Marinovich has left Apple Computer Inc. to become the new vice presi 


dent of Marketing at PhotoDisc Inc. 


Origin Systems 
Mark Rizzo, who until recently was the manager of onli 
Online from Origin Systems, has left the game сотрап\ 


Start-up called Tornado Alley. Rizzo becomes vice president of online business 


operations at Tornado Alley, and he'll create the server 
ing online offerings. 


Aztech New Media 


Under a limited-term contract, A. William Nicholls has been assigned as the 


new chief financial officer for Aztech New Media Corp, 


been named VP of worldwide sales in charge of managing all of Aztech's sales 


channels including retail, OEM, e-commerce and direct. 


Bungie Software 

Bungie Software announced that Peter Tam 
sumer marketing for Apple Computer, Inc., will join the 
vice president of publishing. Tamte has been responsibl 


marketing worldwide under the direction of Steve Jobs, Apple's interim СЕО 


er opportunities. In his time at Bullfrog—Nwhich has spanned 


ormer senior director of con- | 


tions, has left that posi- | 


Some bes 


elling 


franchises. 


ine operations for Ultima 
y to join an Internet 


network for its upcom- | 
| 


and Gary Miller has 


company as executive 
le for Apple's consumer 


For Up-To-The-Minute News, Visit 


Sigma Designs Puts DVD on PC-Sigma 
Designs recently announced its plans to 
release an encoder/decoder card for PCs that 
enables playback and recording of DVD 
media. The REAL magic Digital Video Recorder 
(DVR) is scheduled for release in the second 
quarter of 1999 at a suggested price of 
$999. Sigma claims that the REALmagic 
DVR offers great consumer and commercial 
functionality. Businesses can use the unit to 
author DVD presentations and programs 
while consumers can use it as a storage 
devices as well as a way to archive such con- 
tent as computer files/applications, audio 
selections and home-video conversions 


gamedaily.com 


GT to Launch E? Site—GT Interactive has pre- 
pared to launch a Web site (at www.gte3.com) 
that will revolve around the company's partici- 
pation at the Electronic Entertainment Expo 
(ЕЗ) in Los Angeles. The site promises “hot-off 
the-press GT news straight from the floor,” 
which will come in the form of "hands-on pre- 
views of never-before-played games, screen 
shots, .[dovwnloadable AVI movies] of gameplay 
and interviews with our unbelievably talented 
le of developers," 

The site is slated to open up on Monday 
May 10, with preliminary information avail- 
able for the interactive-industry trade show, 
which runs from May 13 to 15 at the Los 
| Angeles Convention Center. 


Will EA's new hunting sim 


features of the game include: 


ing "real world" hunting scenarios. 


be the "Madden" of its genre? 


Madden, NBA Live, NHL and all the other great EA Sports 


Gamers make their way up through the ranks from 
| "Novice" to accomplished “Master Hunter" in pursuit of 
North America’s three native deer species—white tail, black 
tail and mule deer. Advanced animal AI creates a challenging 
hunt for hunters and action game players alike. Other key 


* Authentic hunting in six different worlds with challeng- 


| * A first-person or third-person perspective with multi- 
ple shooting positions, clothing and character type options. 
* Gameplay modes for everyone from tenderfoot 


novice to accomplished master hunter in four varying 


modes: Practice mode, Hunting Challenge, Multiplayer 
competition and Open Hunt. 

* LAN, Modem and Internet capabilities. 

“ Enhanced 3D accelerator card support. GW 


com 


NBC, Intel Team on Digital TV-Broadcast 
network NBC and chip manufacturer Intel 
have announced that they'll work together to 
create enhanced digital television program- 
ming with interactive elements. Among the 
offering this partnership will create include 
electronic program guides, the ability to send 
electronic greeting cards, interactive surveys 
and chat 

The services—which the companies claim 
will be available this Fall—are intended 
to make high-definition television (HDTV) 
that much more attractive to consumers 
HDTV sets currently carry gigantic price 
tags that are relatively prohibitive to the 
mass-market consumer 


Your product should be the first one seen on the 
retail shelf. It needs to jump out and scream “buy me”. 
That EYCE-POPPIN experience must continue 
with all your printing. Golden Rule produces a visual 
encounter from box-to-game that'll blow your mind. 


A printer for successful companies across the US, 
Golden Rule continually receives high pra We're 
known for understanding the time sensitive and 
competitive nature of the game industry. 


Golden Rule is equipped to meet all of your print- | 


ing, packaging, and related service needs. 


a Master 


Graphics company, our strategically located manufac- 
turing facilities give you the perfect mix of one-stop 
shopping, competitive pricing, and scheduling capac- 
ity. The responsiveness of a small company and the 
resources of a large company perfectly mixed to 
ensure your Satisfaction 


For printing and packaging that screams 
, 


"buy те” give us a call. 
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-830-4653 . 2 
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New Members Announced for IEMA Conference 


A 
Frustrated over E?, 


By Ben Rinaldi 

he Interactive Entertainment 
Merchandise Association (IEMA) 
Executive Summit continues to build 
steam and attract new members going into 


E?. The exclusive three day event for retail 


executives and game publishers/manufac- 
turers will be held at the Loews Coronado 
Resort, іп San 

September 2, 1999, 


The invitation-only conference will 


Diego, August 30— 


provide a unique forum for key retail 


members to conduct business and 
exchange ideas with leading publishers, 
manufacturers and distributors while 


enjoying private showings of new prod- 


ucts and promotions. For game indus 


ту 
executives and retail channel members 


alike, the advantages are many. Some of 


the most influential buyers from top 
retailers will be on hand offering game 
company executives the opportunity to 
strengthen relationships, write orders 
and discuss some of the hottest issues 


concerning the interactive entertainment 


GameAgents 


Looking 


retailers sign on for new event 


Loews Coronado Resort in San Diego 


industry. 

Some of the forums and panels that 
will be covered during the event include 
e-commerce, 


emerging technologies, 


licensing at retail, trends апа 


research, and censorship issues. For 


www.gameagents.com 


r a publisher 


for your hot new game? 


Need that 


iller product to 


help you hit the top 10? 


GameAgents is a licensing and consulting agency 
to the Interactive Entertainment industry. 


Are you a publisher or distributor looking for exceptional new titles? We can help. 
GameAgents Corp. have access to dozens of affordable, quality products available 
in virtually every genre, which are still open for various territories world wide. 


GameAgents has an active clientele of experienced, licensed developers who аге 
readily available to offer original title development, porting and conversions, as well 
as numerous other services for PC, Gameboy/ColorGameboy, PSX, MAC & more. 


Developers work with GameAgents because we have a proven track record of 


finding the right publishing and distribution partnei 


for their products. We also act 


on their behalf to help negotiate the best possible deal structure for them. 


Game 


GameAgents Corporation 


877-GameAgents (Toll Free) 


506-855-4945 (Phone) 


info@gameagents.com 


Interactive Entertainment Merchants Association ' 


exclusive showcasing opportunities, con- 
tact Bob Martin at 203.761.6187 or email 
bob@theiema.com. GW 
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Current IEMA Retail Member: 


Babbages 

Best Buy 

Egghead.com 

Electronics Boutique 

e Tòys.com 

Fry's Electronics 

Funcoland 

Good Guys 

Game Dealer.com 

Hollywood Video 

Its About Games 

MicroPlay Entertainment 
Milton Meyer/Family Tòy 
Montgomery Ward 

Movie Gallery 

Sears 

Sears Wishbook 

Shopko Stores 

Virgin Entertainment Group 
Wherehouse Entertainment, Inc. 


The WIZ 


Acclaim Unveils New Turok 
Game; New Name for Velocity 


By Ben Rinaldi 


cclaim is using this week's ЕЗ show 

to unveil the next installment in its 

hugely successful franchise— Turok: 
Dinosaur Hunter. The newest addition to 
the series is titled Turok: Rage Wars avail- 
able only for Nintendo 64. Acclaim is 
approaching this new addition to the fran- 
chise a bit differently than past sequels. 
Rage Wars is a one to four player, death- 
match-style, multiplayer-only game (a first 
for the console market). 

‘The story behind Turok: Rage Wars goes 
something like this: Turok is unknowingly 
thrown into a tournament to battle an 
army of creatures vying for control of the 
Lost Land. Gamers will have over 15 
deathmatch levels to explore and several 
new characters to control, including Adon, 
the Oblivion Deathguard, the 
Campaigner, and Lord of the Dead. Rage 
Wars’ new features include a training 
mode, player skins and weapons with sec- 
ondary fire functions. Those that don’t 


have three friends to play with can still 


enjoy frantic frag-fest against enemy 
“bots.” Rage Wars is scheduled to ship in 


the fall. 


Available only on Nintendo 64, the 
Turok series has gone on to be a multi-mil- 
lion seller for the Glen Cove-based game 


he first Turok went on to sell 


company. 
over a million units, and Turok 2: Seeds of 
Evil is on pace to outsell the original. As a 
matter of fact, Turok 2 was recently induct- 
ed into Nintendo’s million-seller “Player’s 
Choice” program and is currently retailing 
for $39.99. 

In related Acclaim news, the company 
has been talking about a game it has in 
development with the working title Velocity. 
(See “Now Playing at EJ," page 42.) 
Velocity is billed as a futuristic, “stunt- 
based racing” game on hoverboards. With 
the recent registration of the trickstyle.com 
domain, it seems as if the company has set- 
tled on a name it’s happy with. 

A spokesperson couldn't say with 100% 
certainty that Trick Style would be the 
final title, but did say that the tentative 


name would be “safe” for our E? 


cover- 
age. The game is slated to appear in PC 
and Dreamcast formats in time for the 
holidays, and it is being developed by 
Criterion Studios, which, among other 
accomplishments, has developed Scorched 
Planet. GW 
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Introducing Games to Go! - A new line of entertainment software for Windows®CE-based 
Handheld and Palm-size PCs. With Games to Go! you can experience the joys of interactive 
entertainment anytime and anywhere you please! From arcade-style action to classic favorites, 
Games to Go! has something for everyone. Get on it, get with it, get Games to Go! 


GAMES TO GO! MARKETING SUPPORT IS GOOD TO GO! | 
GET ON IT! 
* WEB ADVERTISING Totally targeted to Handheld PC/Windows®CE oriented sites 
such as CE WARE.com, HANDHELD PC.NET, WINDOWS CE ONLINE AND CE CITY.COM 
GET WITH IT! 
e PRINT CAMPAIGN Featuring power-packed, heavy hitting publications such as WIRED magazine 
GET GAMES TO GO! 
e MERCHANDISING Stellar sell through potential with unique product packaging 
and eye-catching stand-alone displays, shelf talkers, posters, and more! 


A GT INTERACTIVE SOFTWARE COMPANY 
www.wizardworks.com 
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Tiger Focuses on New game.com 


Following in the industry trend, new colors announced for portables 


By Ben Rinaldi 


ortable gaming is all the rage at 
the moment, thanks to the shock- 


ing success of Nintendo’s Game 


Boy Color and the impending release of 


SNK's Neo Geo Pocket Color. Another 
player in the hand-held market, who is 
often overlooked, is Tiger Electronics 
and its game.com system. 

While the original game.com's sales 
performance was disappointing for 


numerous reasons—too bulky, not 


enough quality games, too pric 


Tiger has listened to consumer’s 


complaints and addressed | most 


of their needs with the new 
game.com.pocket pro. 

The new pocket pro has a more com- 
pact and contoured shape for improved 
on-the-go gaming. In addition, Tiger 
has taken a page out of Nintendo's book 
by introducing different colored cas- 
ings—purple, teal, orange, green and 
pink—to go along with the original 
metal grey. In addition to the new col- 


поп р 


Windows ШІ UNIVERSAL SERIAL BUS 


See Us At 


Booth# 6441 


May 13th - 15th, 1999 


Ue. 


Like the iMac's fruity colors, Tiger's new hand-held systems will come in different colors. 


ors, the game.com.pocket pro includes a 
backlit screen, built-in software, a spe- 
cially designed touch-screen option and 
the ability to link to a PC via Tiger's 
Web Link. 

All these options will help it stand 
out from its competitors, but like any 


system, it's the games that will ultimate- 


ly decide game.com.pocket pro' fate. 
Tiger is headed in the right direction by 


acquiring some of the biggest game 


2515 Santa Clara Ave., Suite #208, Alameda, CA 94501 
Tel: (510),521-5028/5038 Fax: (510) 521-1809 
Website: http://www.rocktire.com.tw 


inquiry Orockfire.com.tw 


licenses іп the  industry—namely, 
Frogger, Monopoly, Metal Gear Solid, 
WCW Wiplash, NASCAR, Deer Hunter, 
Command and Conquer, МВА Live, 
Madden NFL Football, Holyfield Boxing, 
Resident Evil 2, Sonic Jam, Castlevania 
and Furbyland. Some of these game- 
packs will even include built-in vibra- 
tion, which is a feature pioneered by 
Nintendo. 

It’s highly unlikely that the new 


game.com will ever threaten Game Boy 
Color’s dominance in the hand-held 
market, but the sleek new design, cou- 
pled by big-name games and an attrac- 
tive price point ($29.99 for the 
hardware and $9.99-$24.99 for soft- 


ware), will make game.com.po 


cet pro 
popular with consumers. The new 
hand-held and its slate of games 
can be seen іп the Hasbro/Tiger 


booth #1146. Gw 


Disney Interactive Launches 
New Software Branding Campaign 


By Karen Jones 


n an effort to help consumers and 
retailers to identify easier their 
software categories, Disney 
Interactive will be launching a new 
package design initiative this June 
with three releases tied to this sum- 
mer’s big Disney animated movie 
Tarzan. The releases are Disney’s 
Print ($19.99), 
Disney’s Activity Center, Tar 
($29.99) and Disney’s Tarzan Action 
Game ($29.99). 

Russell Kelban, director of market- 


Studio, Tarzan 


ing services at Disney Interactive, tells 
Game WEEK that after visiting various 
retailers, they felt their product line 
“almost looked like a jar of jelly beans, 
with too much multi-colored packag- 
ing.” So, in order to help retailers 
merchandise Disney titles more effec- 
tively, they decided to develop pack: 


ing that symbolizes “the three cate- 


gories we feel we're a major player in: 


children's and family software, learn- 
ing creativity and games.” 

For the consumer, and in this case a 
parent, who is in a software store and 


isn't sure what to purchase, a known 


New designs are 
planned for 
Disney products. 


commodity, like 
Disney, is one 
they сап feel 
comfortable 
with. The new branding initiative can 
only help in the decision making 


roce ys Kelban, especially once 
consumers start to recognize the color 
scheme, which is red for learning, sil- 
ver for games and white for creativity. 
When asked how their retail partners 
are responding, Kelban quotes one as 
confiding, “This is the best children’s 
packaging out there yet, and it’s about 
time someone did this.” GW 


6 GameW 


пе *May 12, 1999 


www.gamedaily.com 


Ken Slater, 


Store Manager | 
8:07 a.m. | 
Мау 5, 1999 | 
Northbound 21 #3 


— ——X 


sette tSt E 


SSS 
1 v 
y rd 
— — арр, 


See the Prince at E?! 
- The Learning Company 
Petree Hall, #4101 
d 27 ғ 2774252 


ee 


= 3 © Copyright 1999 The Learning Company: Dc Ad осыны All rights reserved: Prince of Persia is a registered trademark of Learning Company Properties, Inc. 


Е Feels the Wrath of G.0.D. 


The Gathering unveils powerful software line-up to eager show-goers 


By Ben Rinaldi 


? is without question the biggest 
annual stage for videogame compa- 
nies to showcase themselves and 


their games. This year is no different, as 


many companies unveil top-secret games 


Terminal Reality's Nocturne 


Ruvi ale. 
wi eek [ 


for the first time. 
The Gathering of Developers, in par- 
ticular, is using this year’s event to intro- 


duce an incredibly diverse line-up of 


games. In addition, it’s going all-out to 
ensure its games stand out from the crowd. 
Approaching the show slightly differently 


than most companies, The Gathering is 


foregoing the traditional indoor booth of 


the Convention Center. Instead it will rent 
out an 18,000 square-foot parking lot 
across the street from the show dubbed 
“The Promised Lot.” Special trailers will 
be set up running the company’s hottest 
tides and a giant tent will be set up with 
open bar and food served to weary show- 


goers throughout the day. 


Speaking of gam 
CEO Mike Wilson is confident that they 


will impress, going on record to remark, 


The Gathering’s 


“Pd put our line-up against any of the big- 
boy publishers out there.” That line-up 
includes: 
FLY/— Terminal Reality 
Darkstone—Delphine Software 
Nocturne— Terminal Reality 
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Max Payne—3DRealms 


Heavy Metal: EA.K.K.2—Ritual | 
Entertainment 
KISS: Psycho Circus—Third Law 


Interactive 
Rune—Epic Games 
Grand Theft Auto 2--ОМА Design 


Top: Мах Payne from Remedy and 3D Realms 
Left: Artwork from Heavy Metal: ЕА.К.К.2 


Heavy Metal: ЕА.К.К.2 and Rune should 
make the biggest impact with show atten- 
Heavy Metal: ЕА.К.К. 


fame is that it’s one of the first games to 


2; н 
4% claim to 


dees. 


| license id Softwares acclaimed Quake Ш 


ine. Rune will similarly receive attention 


е 


for utilizing the Unreal П engine. GW 


Sony Wins Injunction in 
Connectix Emulator Suit 


Jennifer Klinger 


Federal District Court has issued an 
order suspending current shipments 
of Connectix' Virtual Game Station 


(VGS) indefinitely. 
appeal the decision and to continue mar- 
keting the VGS. 

"This is just the first stage of a lengthy 


Connectix plans to 


process of discovery of facts and finding of 
McDonald, 
Connectix, in a press release. *We are con- 


law," said Roy 


fident that we will be able to resume ship- 
ments once this matter has received fur- 
ther review at the appellate level." 

The courts found that 
Connectix copied the PlayStation BIOS, a 


ruling 


proprietary firmware code, to develop the 
VGS, violating Sony' intellectual property 


rights. Connectix is now le 


ly barred 


from using the BIOS in current and future 
products and is required to deliver all 
copies and derivative works that were 
based on Sony properties to the court. 
"We are pleased with the court's ruling 
which confirms our belief that Connectix 
did infringe on our copyright and intellec- 
tual property rights," said Kaz Hirai, pres- 


ident and chief operating officer of Sony 


president of 


March Madness '99 from EA Sports is a popular 
PSX game that gets emulated using the VGS. 


Computer Entertainment of America, in a 
statement issued by Sony. 
Controversy about the VGS, which is 
capable of playing Sony PlayStation games 
on Macintosh computers, started shortly 
after the MacWorld Expo in San Francisco 
several months ago. Connectix walked 
away from MacWorld with the “Best of 
Show" award for the VGS. Shortly there- 
after, Sony filed suit against the company. 
According to Connectix, the court's 


decision does not affect the VG 
that have already shipped to stores and will 


still be available for purchase. GW 
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HOW SPECIA 


E? '95—GAMING COMES OF AGE 
May of 1995 was an awesome time to be 
involved with the gaming industry, espe- 
cially if you got into the biz because of 
your love of games. The 16-bit era of gam- 
ing consoles was on its way out and the 


buzz was heavy and strong about the next 


generation of console gaming: Sega’s 
Saturn, Sony 
“Ultra 64” all loomed heavy on the domes- 
tic horizon (as it turns out, the Saturn was a 


% PlayStation, and Nintendo’s 


Jot closer than most any had thought...). 
Even the PC—a platform previously scoffed 
at by gamers and many game developers— 
was on the verge of viability thanks to the 
impending launch of Microsofts Windows 
795. Speculation ran rampant. Would new- 
comer Sony have what it took to make its 


console a success? Would the Saturn parallel 
? Would the sheets finally 
come down off of Nintendo's 64-bit dream? 
And what about the PC end of things? Did 


Microsoft really have the goods to make the 


Genesis succ 


heretofore-unwieldy PC a desirable plat- 
form for both gamers and developers? То be 
sure, E* 795 was all about the hard- 

ware. There was so much 

mystery, so many 
unknowns, that even the 
most jaded games biz 
exec was champing 

at the bit to get on 

the show floor and 


see the goods. 
Е’ 95 did its job in 

replacing specula- 
tion with facts useful 


for buying de 


but it also did oi p | ау га t | O П тм 


more. It gave the business 

a blank canvas upon which to 

paint its own image. From the get- 

go, attendees understood that this wasn’t 
going to be like an oil truck trade show. 
Games were about fun, and while the trade 
show is about business, E! and companies 
that attended it did their damnedest to 


ensure that there was a healthy mix of the 


two on the floor. Pitches were mixed with 
pitche 
booth babes. Fighting game tournaments 


. Product demos were mixed with 


mixed with press conferences and work- 
shops. Most importantly, though, buyers 
mixed with sellers, PR folk mixed with edi- 
tors, and faces were attached to names. То 
many of the newer and smaller developers in 
the industry, this was the first time they got 
to meet many of the people with whom they 
did business on a frequent basis. So, as much 
as the show was about the advent of new 


hardware, it was also about the advent of a 


tighter industrial community—a communi- 


ty comprised of people who actually knew 


what the person on the other end of the line 
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or email address looked like. And in the 
end—as we all know—relationships like 
these do just as much in the pursuit of the 
bottom line as good product and good 
marketing. 


In all, it was a great show. It was a lot of 
fun—and judging by the fact that we're now 
entering the fifth—it must have been prof- 
itable for all concerned. While it's impossi- 
ble to sum up an experience so viscerally 
over-the-top as E”, heres a highlight reel of 


the things most attendees will agree defined 


it as the gaming trade show. 


PSX ANTICIPATION 
DOMINATES THE FLOOR 
No one really questioned the power of the 
PlayStation 
show...sporadic showings of its graphical 


heading into the 795 


muscle prior to Ё’ took care of that. The 
big question—the huge ques- 
tion—that loomed over 

the console was this: 
how would Sony—a 
neophyte in this 
market—handle 

the launch and 
support of its 
much-bally- 
hooed product? 

The 3DO 
Multiplayer— 
which was making 

a futile effort on the 
show floor that 
year...its last significant 
showing—hung in everyone's 

mind as a potential path for the PSX. 
‘There was a rampant fear of an over- 
priced, under performing piece of hard- 
ware with non-existent or poor third party 
support. When the doors opened to the 
show on the first day, many—if not all—of 
those fears were dispelled. An unbeliev- 
both third 
;, bloated Sor 


able array of quality game 
party and first pa 


almost to the breaking point. Not only did 
they look and play amazingly, Sony was 
actually wheeling and dealing like the 
savviest game biz entity! It scored a six 
month exclusive on MK3, one of the year's 
hottest fighting games in a franchise with 
a demons 


rable, huge fan base. It signed 
an exclusivity deal with Namco for Tekken, 


a true VF-killer and one of the most 


impressive fighting games ever. Steve 
Race & Co. were going to do it! Not only 
did their hardware kick ass, they were bril- 


liant in their marketing strategy; they 


т-- 


SEGA SATURN 


understood it was the games that brought 


consumers and focused their efforts 


accordingly. Few people left E' 795 with 
any doubt in their mind that PSX would 
rule the roost of the 32-bit era of gaming. 


SEGA SATURN—LAUNCHED 
PREMATURELY AT THE SHOW 
Almost the antithesis of Sony was Sega. 
Their show space was a jumble of unim- 
pressive Genesis games, Genesis-to-PC 
ports, and Saturn stuff. Unfortunately, the 

chose 


titles they 
to show-off their 
forthcoming 
“úber-console” 
did nothing to 
really wow the 
press or retailers. 
' 


Games like Bug 
and Virtua Fighter—while certainly ok— 
failed to elicit the same *wow" as Sony's 
stuff. But they were believing their own 
hype at that point and in a move that they 
hoped would echo their early defeat of 
Nintendo in the 16-bit era, they chose to 
launch the under powered 32-bitter at the 
show. Billboards announcing the console's 
availability for 
$399 


around 


“only” 
were taken out 
the convention 
center and news of it 
spread over the wire like 
wild fire. While it was cer- 
tainly an exciting develop- 
ment, it turned out to be 
an ill-conceived move on 
Sega’s part. They intro- 
duced an overpriced piece 
of hardware at the begin- 
ning of the most lackluster 
sales’ season of the year to 
a limited number of retail- 
ers. The alienated retailers 
left out of the launch 


would prove to be a major 


thorn in the side of the 
under-powered console in 


the months to come. 


WIN ’95 & THE EMERGENCE OF 
THE PC AS VIABLE GAME PLATFORM 
The first E* marked the first time there was 
any real kind of excitement about PC game 
product. То say the PC’s past performance 
as a gaming platform was lackluster would 


be an overstatement. But Microsoft was 


investing lots of money into changing that 
perception. Their principle weapon in the 
war against the cynics was the much bally- 


hooed Win 95. It promised uber-powerful 
SDK, plug & play compatibility for 
control 


accessori (opening up the 


lable to developers), unparal- 


schemes av: 
leled developer support, and, most impor- 
tantly, a potential installed base of millions. 
The actual product shown on the floor— 
mostly console ports and a few original 
titles—wasn’t that great...but the promise 
of the foundation Microsoft was laying 


wasn’t lost on anyone. They wanted a piece 


of the games market and they were going 
to make sure their 
OS facilitated that 
While 


many would say 


desire. 


they’ve had mixed 
results, no one 
can contest the 
fact that the PC 
today is considered an extremely viable 
gaming platform thanks to the introduc- 
tion of this OS. 


JAGUAR HEADSET, 

THE BELL RINGS FOR ATARI 
There were two “rubber neck” booths at 
the first E! and Atari’s was one of them. 
The “64-bit” Jaguar had been 
out for quite some time and 
simply failed to garner any 
serious developer or con- 
sumer support. It was sputter- 
ing along, almost on its last 
legs, when May of '95 rolled 
around. To everyone's sur- 
prise, though, the old-school 
dynasty had a surprise show- 
ing: the Jaguar “VR Helmet.” 
Shown behind closed doors, 
it was a neat little contraption 
that was actually worth the 
wait time to try. It garnered 
some significant buzz among 
attendees, but the death knell 
ringing in their booth super- 
seded it. 


3DO—DYING ON THE VINE 
3DO' booth was the other rubbernecking 
spot at the 95 E. Its 32-bit console—the 
3DO Real Multiplayer—had been out for 
a while and—like the Jaguar—had simply 
failed to garner the necessary support from 
consumers and developers. It was a differ- 
ent story with 3DO, though. Their hard- 
ware was actually decent. And they actual- 
ly did nab a few killer apps (Street Fighter П 
among them). The problem was pricing. 


(continued on page 12) 
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Baseball "We E throughout the year, 
Ву the fall... Major League Baseball has over 


140 million fans! while baseball video game retail support 


continues to sizzle as well, peaking in the fourth quarter. 
Microsoft Baseball 2000 _ Major LM аи р game : 
sales are ир 116%. 


Major League Baseball and its licensing partners are helping 
Ken site Jr's Slugfest - baseball video game sales reach maximum sales in 1999. 


's Slu | $20 million 


will be spent on baseball video game marketing support. 
Heat up your holiday sales! 


e 


VETERI ASEDIO = Major League Baseball Retail Marketing Department 


Screen shot depiction of Microsoft Baseball 2000 


©1999 жн League Baseball Properties, Inc. 
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While the price of the 3DO would ulti- 
mately plummet to $199, the hardware had 
been at retail for a long time at price points 
ranging from 4 to 700 bucks. That pricing 
combined with the looming threat of the 
more modestly priced (slightly, in Sega’ 


case) 32 bitters spelled ultimate doom for 
the console. But they went out with a bang. 
Their 95 booth was large and spread out 
w/ lets of 


Ultimately, only a small percentage of in- 


tides “in development.” 
progress games shown on the floor would 
ship...but you can’t say they didn’t try. 


NINTENDO—ULTRA 64 
BAGGED IN FAVOR OF SNES KI 
While Sega and Sony were going nuts in 
their booths towing the “next generation 
of consoles” line, Nintendo stood stead- 
fastly to its 16-bit workhorse, the SNES. 
Their much chattered-about Ultra 64 was a 
no show. Dominating a huge chunk of their 
significant booth space was a port of their 

popular fighter, Killer 

Instinct, on the SNES. While 

most people groused about 
the lack of Ultra 64 info, 
just about 
walked 
impressed by КІ on 
the SNES. For a 16- 
bit port of ап 


arcade 


everyone 


away 


extremely (compa га- 


tively) complex апа 
graphic-intensive game, 
it looked simply amazing. 
And judging by the record- 

breaking numbers the game did 

upon release just before the PSX, Nintendo 


made the right choice about what to show. 


E*'96—GAMING AGES А 
BIT AND GOES TO STRIP CLUBS 
A lot happened in the year between the 


‚ Alot. The 
Saturn had been released for about a year 


freshman and sophomore Е! 


to less-than-awesome sales. Sony's 
PlayStation came out right on schedule 
the previous September and had blown 
the doors off the Saturn with its compet- 
itive pricing (which Sega was forced to 
match), superior technology, and unbe- 
lievably 


Microsoft 


strong line up of games. 


unleashed its much-bally- 
hooed OS...but the games didn’t come 
quite as quickly or as strongly as every- 
one had hoped. And Nintendo finally got 
around to unveiling the newly renamed 


N64 in the West. The proliferation of all 
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this hardware in the previous year led to 
an E' utterly dominated by jaw-slacken- 
ing software. If the previous year had 
been all about the hardware, then 
this year was most definitely all 
about the software—N64 notwith- 
standing. The razors were in the 
hands of millions and this year, the 
razor blades would finally start to 
yield a profit...a big profit, as the 
numbers at the end of the year 
would show. 

From an operational point of 
view, the second E/ bore all the marks 
of a show starting to hit its stride. The 


layout was better, though far from per- 


fect. The awkward pre-show fumbling 
that plagued meeting planners the pre- 
vious year was replaced by a more orga- 
nized campaign of scheduling, which 
resulted—in all circles—in a much lower 
“missed meeting" rate. Even the social 
events, which the year before seemed to be 

somewhat haphazard and difficult 


to plan for (with a few 


notable exceptions i.e,. 
Sony), were more effec- 
tively managed...the 
parties alone spawned 

a website dedicated 
to tracking them. 
Sony and Eidos came 
in as the clear winners 


in this are: 


„the par- 

ties they threw at this E 

are still talked about by 

many of the attendees. More 

than simply fun places in which to 

get hammered, parties like these were 

beginning social traditions and rituals, the 

earmarks of a self-sustaining and healthy 
industry. 

But what were the insiders who attend- 
ed these parties talking about over drinks 
(aside, or course, from booth babes)? 
While many of their conversations proba- 
bly wouldn’t be suitable for print (at least 
not here...), you can be sure that the fol- 
lowing were very hot topics of conversation 


during those three days in May of 1996: 


TOMB RAIDER—KILLER GAMEPLAY 
GETS SOME RENDERED DD’S 
While it may be hard to remember, there 
was a time when neither Lara Croft nor 
her boobs were synonymous with “video 
games.” The 796 E”, though, did a lot to 
change that. Surprisingly, though, Eidos 
took the high road in the birthing of their 
voluptuous protagonist. While Lara’s, 
uh, “assets” were clearly marketed/hyped 
as part of the Tomb Raider experience, 
Eidos and Core took great pains to 


ensure that everyone who saw their bud- 


E-back іп la la 
land. The indus- 
try was happy to 
leave Atlanta. 


Zaos ANGELES '95 


ding uber-fran- 
chise also got a 

chance to play it...and that's what laid 
the seed for the golden status of Tomb 
from journalists 
by TR's 


Raider today. Everyone 


to buyers—was blown away 


heretofore unseen package of 


graphics, control, and, most 
importantly, fun. By the end of the 
96 E^, there was virtually no doubt 
in the right-minded folk of the biz 


that TR was gonna be huge. 


crsstechnology * 7e 
оу, 
Vj 


ex not spot 


3DFX AND RENDITION— 

3D CARDS ON THE RISE 
In the years leading up to the 96 E’, 
many a brow furrowed at the notion of 
consumer level 3D cards. Many of the 
industry’s biggest players had tried and 
failed in this arena already, so to say 
that skepticism about such products 
was high would be an understatement. 
But two little-known companies at the 
time—3dfx and Rendition—were doing 
their best to dispel that skepticism and 
replace it with confidence that a suc- 
3D card was 


cessful consumer level 


indeed, possible. Buzz about 3dfx 


Voodoo and Rendition Verite-based 
cards began on the first day of the 
show and reached a deafening crescen- 
do by the last. All of the hottest PC 
games like Tomb Raider sported the 
“Powered by 3dfx” or “Powered by 
Rendition” stickers on 


their demo 


kiosks. And—for the first time in the 


(continued on page 14) 


3dfx versus Rendition in ’96: 
to this day the battle for 
supremacy of the 3D graph- 
ics market continues. 
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Think you've got what it takes? If so, come 
take a ride on Buford, the mechanical bull. He's 
alive and kickin' at the Havas Interactive Booth 
#600 South Hall. Hop in the saddle with a sense of 
excitement and leave with a picture of it - your own 
framed "Proof of Courage." = 


After all, Sierra Sports provides the finest sports 
simulations for your PC. Games with depth, beauty 
and challenge. Top-selling NASCAR® Racing simulations. 
The award-winning Field & Stream® Trophy Bass™ Series. 
"Best of the Bunch" (LA Times) Field & Stream® Trophy 
Buck™ Series. And now...Professional Bull Rider. 
That's right...bull riding. 
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history of 3D hardware—there actually 
seemed to be a significant difference 
between software and hardware ver- 
sions of the games. The hardware ver- 
sions were replete with staggering 
graphical effects most people had 
always assumed would be the domain of 
consoles. The write-ups these cards 
received in the ensuing months and 
years laid the groundwork for the cur- 
rent state of consumer level 3D hard- 
ware, and if you were on the show floor 
in 796, you saw its beginning. 


Many believe that Unreal (left) should have been compared to Qual 
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rn . 
ke Il instead of Quake (right). 
QUAKE AND UNREAL— 
KILLER, KILLER APPS 


Doom began a PC 


gaming craze the likes of 
which the platform had never seen. People 
loved running around in 3D or 3D-esque 
environments and blowing the hell out of 
each other. But it had been more than a year 
since Doom was released, and the faithful were 
still waiting for the follow-up, titled Quake. 
Both journos and the buying force liked what 
they saw of this follow-up on the show floor 


in '96. True 3D environments. Staggering 


multiplayer abilities. Unparalleled user- 


or one thousand - 


For more information on Vidpro's Comp Box Program, 
please call 1-800-447-5257 and ask for extension 800. 
Or visit our website at www.vidprointl.com. 


Vidpro 


Vidpro International, Inc. • 14802 Venture Dr. + Dallas, TX 75234-2324 ' — 


friendliness. Id had done it again, and the 
appearance of Quake at E` set one thing in 
stone: the PC was no longer the red-haired 
stepchild of the gaming world. The platform 
had the potential to support experiences 
every bit as good as those found on the con- 
soles. Building on the buzz created by id, a lit- 
Че company called Epic MegaGames—who 
up until then had only done pinball games 


and platformers—was walking around the 


a 


show floor with a laptop. On the laptop was 
game most everyone agreed would be the 
Quake-killer (even though Quake wasn't even 
out yet), Unreal. While history demonstrates 
that the game Epic showed wasn't what final- 
ly shipped and that Unrea/ should have been 
compared to a game that no one had seen yet 
(Quake II), the fact of the matter is that this E 
was the birthing ground for two of the 
biggest PC gaming titles ever...but unlike 
other trends that are ignored in their first 
appearance, everyone who saw these games 
knew instantly that they were going to be 
huge. They would carve out a niche in the PC 
gaming world so large that marketing to it 


alone would guarantee sales of over 100K. 


E? '97—GAMING AGES, 
GOES TO STRIP CLUB, 
AND WINS AT THE CASINO 
Grumbling about the location of the '97 E 


began even before the '96 show ended. 
Atlanta. Who the hell wanted to go to 
Atlanta? 


With very few—but notable— 

exceptions, the entire industry was located on 
the West Coast. In addition to the inconve- 
nience, the costs associated with attending the 
show soured it for many. ‘The travel budgets 
required to bring the necessary staff to Atlanta 
from LA or San Francisco were astronomical. 
Not surprisingly, attendance at this years 
show was down significantly (anywhere from 
10 to 30% from the previous year, depending 
on who you talk to). While this invariably 


sucked for the people who couldn't make it, 
the reduced atten- 

dance made wan- 
dering the show 


floor, getting 


demos, and talking 
to people without STU 
having to yell a 
very nice experi- 
ence when compared with the sound and fury 
of the previous years show. 

The location wasn't the only thing groused 
about during the '97 show. Rumor, speculation, 
and anticipation for console hardware had dom- 


inated 95, 796 was the year of awesome software. | 


IERRA E 


"97 was devoid of the urgent speculation and 
anticipation that surrounded the previous two 
events. While there was certainly no shortage of 
cool stuff, no one thing (or genre of thing, for 
that matter) dominated the buzz. Rather than a 
product or technology, post-show buzz 
tered almost exclusively on the fact that nothing 


‘as cen- 


there really commanded center stage. 

But even at this relatively tame and ho-hum 
show (by comparison to previous shows of 
course...you wanna talk ho hum, go to 
a vacuum cleaner trade show...), there were 
a couplea’ things causing a stir...here are a 
few of them. 


GAME COMPANY 
GOES CRAZY IN WEST HALL 
'This is one of the show highlights I feel 


blessed to actually have seen with my own 


two eyes. Attendees of the 97 E* probably 
remember the ungodly location of *the West 


Hall." It was basically like the Special Ed 


room of E”. The huge vendors like Microsoft, 
GT, Sierra, etc. were in the main hall while a 
mess of smaller vendors/publishers/develop- 
ers/etc. were located a 3-5 minute walk away 
in a completely separate building. Businesses 
that were relying on foot traffic to generate 
interest in their 


products were 


devastated...because no one felt the need to 


make the trek to the other, smaller building. 


SIERRA DESERTS...SORTA' 
In a move that shocked many attendees of the 
97 E, Sierra & co. (Davidson, Bli 


rented a separate Expo hall to show off their 


rd, etc.) 


products. On the upside, they had an entire 
building dedicated to doing nothing but 
building their brands. On the downside, the 


hall—while not miles away—required a short 
bus ride if you were going to make it there 
and back to the main expo hall for your next 
meeting. While those with moderately 
packed schedules didn’t have too much a 
problem with this, a lot of people with meet- 
ings every half-hour (which defined many 
attendees) just couldn't set aside the slice of 


time requirec 


move on their part which resulte: 


to go. It was an interesting 
in a lot of 
Es И 
Sierra thinks it's too 


chatter concerning their reasoning i. 


expensive to set up 
on the show floor, 
can the other biggies 
behind?" 
D While there had 
always been off-site 
meeting places, 


Sierra was the first of the big ones to com- 


yest testa- 
ment to E/5 standing viability is the fact that 
Cendant Software (Sierra & co.) returned to 


pletely jump ship. Perhaps the 


the show floor the following year. 


(continued on page 16) 
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ЕЗ '98—GAMING AGES, GOES 
TO STRIP CLUB, GOES TO CASINO, 
AND GETS LUCKY 

Going to E' '98 was like visiting the home 
of an old friend. While the layout had 
changed somewhat, everyone felt relative- 
ly comfortable with Atlanta and its expan- 
sive floor space. Further, after three shows, 
virtually all of the show's attendees knew 
exactly what to expect. Pre-show sched- 
uling was a snap when compared with 
previous years'. Knowing how to navigate 
among the copious “Peachtrees” in 
Atlanta allowed everyone to make post- 
show plans that had some basis in fact e.g., 
understanding that getting from one 
Peach Tree to another wasn't always a 
two-minute cab drive...more often than 
not, it was a half-hour. The urgency of 
previous years was replaced with a kind of 
calm cool that always sets in when some- 
thing becomes habitual. Formal introduc- 
tions were replaced by *Hey, long time no 
speak" and ties were being eroded by 
game ‘Tees. The traditions established 
during previous shows were in full effect. 
Sony erected its own stadium for its fabled 
party. Sega also threw a swingin' shin dig. 
And, of course, Eidos couldn't be left out 
of the outrageous party circuit. 

On the product front, the '98 Е’ 
recovered slightly from the *ho hums" 
that plagued the previous years show. 
The “3D Card as Game Console" pre- 
cept was buttressed by competition to 
3dfx, which formed something not dis- 
similar from the console wars. Hand in 
hand with the flowering of the 3D mar- 
ket was the perceived maturation of the 
PC gaming market. For the first time in 


АРС genre that was starting to get stale, got a breath 


of fresh air with Sierra’s Half-Life. 


the show’s history, 90% of the “must 


have” titles were appearing on Р 
Unreal, Quake II, Sin, StarCraft, Myth П, 
Half-Life, Ultima Online, etc. While there 
was no shortage of console games on the 
floor, few of them managed to capture 
the imagination of the crowd like their 
PC competition. ‘There was—of course— 
Thrill Kill (formerly 
Mutilation) for the PSX. It’s unadulterat- 


Slaughter & 


ed brutality and gore managed to pro- 


duce quite a buzz...at least until EA 


bought Virgin/Westwood and had it 
killed. Zelda 64 was there, too. Hands 


down, it was the biggest of the console 


games there. Sega's booth was just too 
much of a mess to get into at this 
point...but let's just say they weren't 
showing the Dreamcast (except to select 
individuals behind closed doors), and 
Saturn was three parsecs past dead. In all, 
it was the PC's show. With 3D card man- 
ufacturers finally providing developers 
with the juice required to make eye-pop- 
ping games—and with no licensing fees 


associated with making games on it—the 


a} 


PC was establishing itself as a favorite. 
Even the driest of trade shows can’t be 


devoid of chatter, rumor, and specula- 


far from the 


tion. And to be sure, 798 уу 


driest (see: 797). Heres a brief run-down of 


the stuff that attendees just couldn’t stop 


talking about during those three days іп 98: 


HALF-LIFE—BREATHES 

NEW LIFE INTO A STAGNATING GENRE 

This was a huge wild card tucked in the 
back corner of then-Cendants/Sierra's 
booth. It was the only one of the Quake / 
Quake II-licensed games that appeared to do 
something unique. But it was almost impos- 
sible to tell if Valve was infusing their baby 
with just enough bells and whistles to make it 
appear revolutionary or if it was, indeed, the 
groundbreaking experience it claimed to be. 
Conversations on the topic were hot and 
heavy at most post-show events. “It’s a clone” 
was met in equal parts by “It’s like nothing 


I've ever seen before.” History shows that 
the latter group was much closer to the actu- 
al truth. 

G.O.D.—INDEPENDENT 

PUBLISHERS ON TRIAL 
Mike Wilson and Co. ensured that every- 
one knew his brainchild would be appear- 
ing on the show floor with titles that 
would put their competition to shame. But 
С.О.р.5 booth at the 98 Е’ was about 
more than just the games, it begged the 
question that had been looming over the 
show since the first FE`: is there still a place 
for the “kids in the garage” in a $5 + bil- 
lion industry? While G.O.D.’s lineup of 
talent is far from a garage-based start-up, 
the questions are the same. Can small 
developers—sans the cash of monolithic 


publishers, like GT ог Sierra—carve 


themselves out a piece of the pie? Since 
last May, they’ve released Railroad Tycoon 
to both critical and retail success, so the 
tentative answer is “yes, they can.” But 
will it continue? Or, more importantly, 
can it continue? The 799 E! will be a good 


place to see.... 


THE DEATH OF CONVERGENCE 
At long last, it appeared that this cursed 
word was erased from the vocabulary of 
game publishers everywhere. “Siliwood” 
and “Interactive Movies” finally retreated 
into the realm of “God, I Wish I Never 
Thought of That.” The realization hit 
many at the show like a brick wall...we 
had become so used to seeing this garbage 


(continued on page 18) 
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QuickShot proudly introduces its USB GenX series of joysticks at ЕЗ in booth 6741. 


Stop by and preview the USB GenX 700 model. It’s the most versatile joystick ever made. This USB 


programmable stick comes complete with d 


ital HAT, Rudder, fire buttons and X & Y axis. This stick is 


super-ergonomic with a contoured BioThrottle™ complete with extra fire buttons. It also has a 3D 


rotational handle. 


Don't forget to check out the streamlined USB GenX 500 and the USB GenX 500L — the world's 


first USB joystick made for lefties! 


Рис а visit to QuickShot on your list. Stop by booth 6741 at ЕЗ in the LA Convention Center South 
Hall and be the first to preview the USB generation of extreme control! 


pera 


series 


Booth 6741 * South Hall LA Convention Center 


www.quickshot.com 


(61999 QuickShot Technology, Inc. QuickShot is a registered trademark of QuickShot Patent (BVI) Ltd. GenX 700, GenX 500 and GenX 500L are tradenames of QuickShot Patent (BVI) Ltd. 
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If your a buyer ог distributor, 
stop by and find out why our | 
products are the right choice * 
for your customers. © MEST E 
Developers, were always in search of new, зың 49. ха : 
high quality products to add to our lineup. 
Stop by and find out about the advantages 
of working with us. 


DREAM(SATCHER 


келдп ы 


www.reactiongames.com www.dreamcatcherinc.com 


WHEN WE 
SAY GAMES, 


Games Trader-experts 
An title-managed 
game programs 


WE PROVIDE THE COMPLETE GAMING EXPERIENCE INCLUDING: 


Previously Played Video Game Programs 
Walue-priced New Game Programs 
«(lose-out Programs 

‘Trade-in Programs 


To find out how you can add one of our 
programs to your business call; 


Wendy Cizikas e 
1.800.263.9855. x 23 
wcizikasOgamestraderinc.com 


A 


Visit us at B Booth #55 $a oe 
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in at least a few high profile booths every year that its 
absence struck a resounding, positive chord. While— 
without question—a convergence of sorts is happening 


., the blending of the PC into the realm of household 


appliances, its convergence with Hollywood appears to 
have been (mercifully) nipped in the bud. 


“INTERNET AS GAMING PLATFORM” 
While “Online Gaming” garnered lots of buzz at both the 
797 and 796 shows, the 798 show was really the first time 
that the buzz yielded any kind of real potential. 
Fireleam, Ultima Online, EverQuest, and a handful of 
other Internet-only games marked the official entry of a 


new kind of gaming, a kind dreamt about for a long time 


by a lot of people. 
ideal demonstrations of the genre they introduced. 


Io be certain, these games weren't the 


Ultima Online had a lawsuit filed against it by disgruntled 
consumers. But the fact that they were actually doing it 
was a portend of good things...for so long, we heard 
about theoretical applications and saw technology 
demos. Now, it was finally happening. You can bet in 


years to. come—when 


supreme—that industry pundits will look back to this E 


Internet-only 


reign 


as the year it “all began." 


PIRACY 


Like Internet-only gaming, Piracy (the software kind, 


not the *Ay, matey" kind) has been an evergreen topic of 
conversation at all Е. But it took a definite front row 
seat at the 798 show. The boom in Internet users com- 
bined with ever-advancing software piracy techniques 
resulted in an almost frenzied environment of *Oh my 
God! We're losing billions to these pirates!" And for the 
first time, it wasn't just Nintendo, Sega, & Sony sound- 


ing the alarms. PC game makers got into the act, as well. 


"Warez" occupied as much conversation as "back up 
copies." Has it made a whole lot of difference in the year 


since? Well, Yahoo removed their “Rec>computers>soft- 


к” Accelerator graphics 
cards were all the rage 
at the 1996 E show. 


Lrima OPLI 


Origin’s Ultima Online and 989/Sony's EverQuest laid the essen- 
tial groundwork for an online gaming profitability model. 


ware> games>warez” category, companies that sell mod- 
ded PlayStations have retreated underground, and the 
Dr. 64 (an N64 cart-copying unit) is nowhere to be 
found. So that’s good. But in a twisted turn of events, the 
PC and the consoles are on opposite sides of the fence, 
thanks to console emulators designed for the PC (i.e., 
Bleemo). This E' will undoubtedly play host to hot 
debates about PC vs. Console piracy. 


1999 


E? '99 — GAMING LIKELY TO 
END UP IN TREATMENT CENTER 


It's tough to say what few anecdotes, games, or pieces of 


hardware will best characterize this show when industry 
folk reflect on it five years from now. Here are a few 
guesses: 

* Surely, Sega's North 
Dreamcast will be 


American debut of the 
talked 
| PSX 2 


among the things 


about...even in the face of Sony's show-spoili 
announcement, Sega seems to have gotten their ducks 
in a row: good price point, good launch date, and a 
solid launch strategy. Could this be the birthing place 
for Sega 's second dynasty? 

* Sony will likely be showing the PSX 2 behind 
closed doors and NDAS that provide the death penalty 
for infringement...expect a low but fervent murmur 
about this ober-console. 

* On the PC front, domination of the consumer 3D 
card market is heating up. Watch for a rivalry 
TNT? the likes of which 


we haven't seen since Voodoo 1 faced off against 


between the Voodoo 3 & 


Rendition's Verite lo these many years ago. 

* While Win '9X's spot as the PC gaming plat- 
form of choice isn't really threatened, it'll be inter- 
esting to see how competing OS's e.g., Linux, figure 
into the floor-demo plans of some 
developers/publishers. 

* I can say with 100% certainty that at least 90% 
back on 


of show-goers will reflect 


the 99 E? as the place where they got “more 
loaded than they've ever been in their lives." 

Whichever of these predictions do or 
do not come true, one thing's for certain: 
E* ‘99 should make us all happy because 
its very existence means we're in a busi- 
ness that's both fun and booming, a rare 


combination you'd be hard pressed to 


duplicate in just about any other biz. So, 
enjoy, and always remember: there's at 
least one picture of 


every stupid 


thing you've ever done at an E. GW 
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SIMON & SCHUSTE 
Publishing for Generati: 


® 


ABOUT TO EMBARK ON A BOLD NEW MILLENNIUM 


DON'T DREAM IT, BUILD IT. 


INCLUDES VIDEO TRAILERS FOR ALL € 


E. 


¥ Ў VIACOM ACO ne 2 € 


^ VIACOM COMPANY HIHTHNIIHTAH ги com 
Star Trek ™ and O 1999 Paramount Pictures. All Rights Reserved. 
STAR TREK and related properties are trademarks of Pgjamount Pictures 


хх 


R INTERACTIVE 


эп X. ec and Y and ғ. What happens when SIM 
CITY™ becomes SIN CITY? 


THE RETURN OF BAMBO... 
THIS TIME, IT’S PERSONAL! 


Simon + SCHUSTER INTERACTIVE PRESENTS 


a б 
Enact 


Тор Ten PE Dara... 
Don’t Mess 
with Banso! 


* National print advertising. 
• National PR. 


EN T: 
a 
377 


0 IT i 


* Cable and late Night Television 
advertising in select markets. 
* National PR. 


AN RPG GAME 
WITHOUT BOUNDARIES... 


e PC & MAC 
* Includes Audiobook ver- 
sion of the Starship 


Titanic novel. 
* Includes Official Starship 
* Desktop and Titanic Strategy Guide. 
multi-player 
RPG with 
endless customizing 3: 
features. 
* [• Тор Ten Happy Puppy 
Download. 


M y + Naina tng Visit us at room 503W or 


Ф Js X7 € ра 
Г © Battlingtthe | Duelist. ” in the causeway outside the 


Darkness > - 
aithe Laria of Дш entrance to the West Hall. ж 
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Industry Insiders Bullish on Growth 


Current figures for 1999 indicate another year in the upswing 


By Steve Traiman 
he total videogame sector—including 


Sony, Nintendo and Sega hardware, 


software and accessories—is projected 
to hit $7 billion. This would be a 13% gain 
from the $6.2 billion reported for 1998, 
according to Ed Roth, president of The NPD 
Group. For software alone, mostly next gen- 
eration Sony PlayStation (PSX), Nintendo 64 
(N64) and Game Boy Color, and the new 
Sega Dreamcast, the console market should 


be up by 15 to 20% in units for the full year, 


9 


based on first quarter reports of a 25% rise. 


Last year, NPD reported total units hit 93 


million, worth $3.3 billion at retail. 

Doug Lowenstein, president of the 
Interactive Digital Software Assn. (IDSA), is 
even more bullish. “Based on a recent survey of 
our member CEOs [representing 85% of 
industry sales], the consensus is fora 15 to 25% 
gain in dollar value with a rather vocal minori- 
ty seeing a rise of 30% or more,” he says. 
According to NPD, first quarter videogame 
software dollars were up by about 14%. This 


reflects the new hits and the continuing popu- 


larity of not only the value-priced PSX 
“Greatest Hits” and N64 “Player’s Choice” 
titles, but also a growing number of “re-manu- 
factured” and re-priced older titles from many 
leading publishers, including EA, Activision 
and Eidos, among others. 

The Nintendo Game Boy Color phenome- 
non literally exploded in March, with NPD 
TRST figures showing sales of 400,000 hard- 
ware units and 1.4 million software games 
sparked by the Pokemon series. The total 
portable software market was 10.4 million units 
last year, worth $232 million at retail. “Our sense 
is that the portable market will show increased 
durability and strength through the year,” 
Lowenstein observes. Big first quarter sellers for 
N64 were Zelda, Mario Party and GoldenEye 007, 
one of the top Players Choice titles, NPD’ Roth 
reports. On PSX, top hits included Sony's Syphon 
Filter, Konami's Silent Hill, 3DO's Army Men 3D 


and Hasbro’ Frogger. 


“The Dreamcast launch in the fourth 
quarter should have a positive, incremental 
effect if the Sega promises come true,” Roth 
says. “With two very successful machines 


[PSX and N64) in 28 million U.S. homes, 


as 


Ed Roth, president of The NPD Group 


you need compelling reasons for buying a new 
console.” П05А5 Lowenstein has a slightly dif- 
ferent view of Dreamcasts potential impact in 
the holiday quarter. “In a general sense, any 
new hardware introduction, backed by the kind 
of marketing program promised by Sega, 
brings more attention to gaming, more new 


people into the market and stimulates sales 


across the whole industry," he says. 


Speaking for Sega of America, president 
and COO Bernard Stolar reports that the 
company’s first “retail summit" held in early 
April was a big success. *We had more than 
100 key representatives from every industry 


retail channel including "Toys R'Us, Kay-Bee, 


Electronics Boutique, Babbages Etc. and 
Таг 


among others,” he notes. Retailers 
already have taken more than 30,000 pre- 


orders for the system, with Sega predicting 


over 200,000 by the launch. *We've commit- 
ted $100 million to a multi-faceted marketing 
campaign from the September launch in the 
U.S. through March 2000," he adds. "The 
Dreamcast console will be $199, first under 
$200 for any new videogame system, and 
software will be $39 and $49." The advanced 
128-bit "architecture" is claimed as the most 
ted, 15 
times that of the current Sony PSX, and 10 
times that of IN64. It is the first to utilize 


powerful videogame console ever 


hand-held gaming through its visual memory 
unit and first to offer Internet capability for 
online multiplayer gaming. 


(continued on page 24) 


feedback, there are no limits to the fun packed in NYKO technology. 


Imagine Breakthrough Wireless Technology 


IMAGINE NO CIMITS 


Looking to spice up your inventory of video game accessories? Then look 
no further than NYKO Technologies, Inc. and its exciting add-ons for all 

major game systems including PlayStation, Nintendo 64 and Sega 
DreamCast. From trackballs to controllers, from memory cards to motion 


NYKO's new patented, state-of-the-art RF Max900 features advanced 900MHz techno- 
logy. Compatible with PlayStation, Nintendo 64 and Sega DreamCast. Works with best 
selling accessories including rumble paks, multi-taps, memory paks and trackballs. 


Imagine the Power of Force Feedback 
NYKO'S Hyper» MAX X 8 adaptor combines the fun of rumble pak with the power of 
memory cards. Designed for use with Nintendo 64 games with rumble pak and / or the 
save option. Built in force feedback adds motion sensation to N64 controllers. Permits 
two levels of feedback power. Saves eight times as much data as a standard memory сага! 


Imagine Pumping Up Your Game Boy Profits 


NYKO'S Shock `n’ Rock pumps up comfort and adds cool vibes to Nintendo's Game 
Boy Color. This is the first 4-in-1 accessory for Game Boy Color. Amplified stereo 

speakers turn up the volume. Rechargeable battery provides 10 hours of continuous 
play! Sound sensitive vibration enhances game play. 


So stir up your accessory section with NYKO-brand products that build 
traffic and increase consumer loyalty. For more exciting NYKO video 
game products, visit us on the web at www.nyko.com. 
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Rugrats CD-Roms 
Top 10 in sales since fall 1998" 


> PC Data, Educational Category 


ca 
= 


Rugrats Video Game 
#1 selling kids’ Playstation title since 


November 1998 release** 
52% NPD Group 


Rugrats Mysteries, PC CD-Rom 
The Learning Company 
Petree Hall, Room # 4101 


Blue's Treas 


Learning 
Petree Hall, 


Blue’s Clues CD-Roms 
#1 and #4 sellers in 1998444 


Over 20 Awards for excellence 
== PC Data, Educational Category 


Company 
Room # 4101 


FINANCIAL OUTLOOK АТ ЕЗ 
Continued from page 22 


Industry Insiders Bullish on Growth 


Some 10 to 12 titles will be available for 


the launch on Sega’s proprietary GD-ROM 
software that offers 1 Gigabyte of usable 
“space” for special effects, enhanced anima- 
tion and full-motion video, compared to only 
650 Megabytes for existing CD-ROM disks. 


About 30 are promised by the holidays from 


Sega and third party developers, with 100 
companies reportedly at work on future 
games, according to Stolar. Previewed at the 
1es as Sonic 
SuperSpeed 
Racing, Geist Force, House of the Dead 2, Sega 
“Шу 2 and working titles NFL Football and 
NBA Basketball. 


Third party support for the debut 


summit were such Sega 


Adventure, Virtua Fighter 3, 


includes Capcom’s Power Stone, Midway's 
Ready 2 Rumble, Konamis Cas 


Namco’s Soul Caliber. Both Nintendo and 


elvania and 


Sony are off to good starts this year, and are 


predicting record sales for their respective 
systems. At Nintendo of America, Perrin 


Kaplan, director of corporate communica- 


tions, reports three-million units of Legend of 


Zelda: Ocarina of Time sold in the first four 
months in the U.S. through March and six- 


Eric Johnson, Activision’s senior VP of marketing 


million worldwide for about $300 million ($ 


U.S.) at retail. With Star Wars Episode 1 Racer 


due in May with the movie release, and 
Donkey Kong promised for the holidays, a 
jump of 30% to 36 million N64 games is 
forecast for this year, plus 12 million Game 
Boy Color cartridges. With no formal 


announcement of the next generation 


Nintendo system, at a recent European 
forum there was serious talk about a shift to 
CD and/or DVD-ROM from cartridges for 
the upcoming 128-bit platform. 

At Sony Computer Entertainment, Phil 
Harrison, vice president, third party rela- 
tions and R&D, notes that 50 million PSX 
consoles have been installed worldwide 
since the December 1994 launch in Japan 
and the September 1995 U.S. debut. “With 
first quarter demand continuing strong, 
we're approaching 200 million CD-ROMs 
produced at our U.S. plants,” he told a 
recent International Recording Media Assn. 
audience. Just back from Japan and Sony's 
technical announcement for PlayStation 2, 
due in the U.S. in the fall of 2000, he pro- 
vided some exciting highlights. “It will be 
the world’s fastest graphics chip combined 
with a first-time 128-bit CPU built on an 
advanced silicon base,” he explains. “The 
hybrid CD and DVD-ROM will be the first 
backward-compatible videogame system 
that will play existing PSX CD-ROM 
games, the new CD-audio titles and new 
PlayStation 2 DVD-ROM games.” 


With both 


tation 2 having built-in Internet links 


Dreamcast and Sony's 


for online gaming, Lowenstein looks to the 
future. *The story on Internet gaming in the 
console market is yet to be written," he says. 
There's obviously potential for a growing 
number of gamers to regard access to online 


play as an important value-added feature." 


ера Stolar sees 2001 as the 


real challenge in the videogame market- 


For the future, 


place. "With PlayStation 2 for Sony and a 
promised 128-bit system from Nintendo 
joining Dreamcast, he observes, “with 
three advanced platforms, we'll all have 
interesting and enhanced technology to 


offer gamers.” 


PC OUTLOOK—LEISURE 
GAMES SEE STEADY GROWTH 
Leisure software, including kids’ edu- 
tainment for the PC and Macintosh, had a 
strong first quarter with units up 25% and 
dollars ahead 20% compared to 1998, 
according to Ed Roth, president of The 
NPD Group that tracks sales at retail. While 


(continued on page 77) 


TryNow™ is a revolutionary technology exclusively designed for 
game developers and publishers. TryNow™ creates try-before- 
you-buy versions of games that convert into licensed versions 
with convenient online credit card payment. 


No source code modification is required. 
TryNow™ demos can be distributed on CD-ROMs, DVDs and the 
Internet and enable developers and distributors to sell individ- 
ual or grouped levels as well as the entire game. 


watermarking. 


realize the sale. 


Protect your game and increase your sales potential now! 


THE ANTI-PIRACY AND E-COMMERCE 
SOLUTION FOR GAMES 


Additionally, TryNow™ protects games against illegal distribu- 
tion by equipping them with E-Tracer™, our patent-pending, 
state-of-the-art anti-piracy technology based on software 


No more 'dead-end' demos! With TryNow™ the demo itself can 


TryNow" equips your game with 
the following: 


State-of-the-art anti-piracy protection 

© Try & Buy functionality 

Full e-commerce enablement 

Level technology (Sell individual or 
grouped levels) 


WWW. IrYNOW.COM 


info@trynow.com 
800-360-7650 


TryMedia 
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Charter IEMA Members sending buyers and executives to the IEMA Executive Summit: 


Best Buy GameDealer.com Sears Roebuck & Co. 
Babbage’s Etc. Milton D. Myer / Family Toy Stores Sears Wishbook 
Egghead.com Hollywood Video Shopko Stores 
Electronics Boutique It's About Games The GoodGuys! 
eToys.com Microplay Entertainment The Wiz 
Fry's Electronics Montgomery Ward Virgin Entertainment 
FuncoLand Movie Gallery Wherehouse Entertainment 


Strengthen your relationship with the buyers that make 
or break your business. To find out how you can 


support their event, call Bob Martin at 203.761.6187. Interactive Entertainment Merchants Association 


ЕЗ RETAILER NEws 


с] Retailers Coming to E* with High Expectat 


Exe Buyers hope to find a worthy cache of titles 


les for both video and PC 


a record holiday peri- 


outlook for 


Sega Dreamcast launch in 


optimist nother r 

September, Star Wars Episode 1 games on 
all three platforms later this month, a 
plethora of budget- | PC product, 
and mushroomin able sales all are 
positive factors. This sampling of com- 
ments from leading retailers in several 
business channels offers a good snapshot 
ame marketpla 

one of the first dedicated 
гате chains, Funcoland started with 
previously-played merchandise and now 
has 312 outlets in 28 states, notes Kevin 
Connelly, vice president of merchandis- 
ing and distribution. “Business has been 
strong so far," he says, *with Game Boy 
lor sales very pleasant and unpredict- 


Ida was obviously the big Nintendo 


'GT Interactive 
Software 


а 


wo cp cm ow + A шы НИНЕН 


Tia Deathbringer Tam here 


3 CORE 


Interplay’s Baldur’s Gate 


EAS Knockout Kings, Eidos’ Tomb Raiders 
Ш and NFL Game Day.” 

The chain added action figures just 
before the holidays on a limited basis and 
has been successful with Tekken, Zelda, 
Tomb Raider, Duke Nukem and Crash 
Bandicoot. Peripherals are also str with 
the private label Player’s E 
adapters, AC ies, memory 


and visit us at the GT Interactive Stand: 


| 


ons 


7 


‘Electronic Arts’ Knockout Kings 


cards and rumble packs. The strategy 
guide area has been expanded as well. 

At Electronics Boutique’s (EB) 500 
stores, Pete Roithmayr, vice president of 
videogame merchandisir ports a 
strong first quarter, particularly on bud- 
get lines. “It’s not only the PSX Greatest 
Hits and N64 Player's Ch 


growing number of major publishers are 


series, but a 


Booth 924, South Hall 


Project Two Interactive B.V. - Р.О. Box 6190 - 2001 HD Haarlem - The Netherlands 
Tel.: +31(0)23 5341559 - Fax +31(0)23 5322327 - http://www.project2.com 
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offering value-priced, re-manufactured 
lines.” He also notes that “the entire 
Game Boy Color line just exploded, 
including acc ies.” Among top sellers 
and Silent Hill for PS. 
and All Star Baseball as well as Zelda for 
Nintendo 64. 

West Coast Video’s (WCV) 250 com- 


ге 30) 
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irect-to-store distribution: 
We know the way. 


START 


he secret to successfully selling entertainment software 

is getting the right titles to the right stores on the right 

day. That's what we do. At Ditan, direct-to-store 
distribution is our business. We know the most efficient way 
to deliver your entertainment software titles to any store 
anywhere іп the country. On time. In fact, since 1994 we've 
been doing exactly that for the home entertainment software 
industry's leading publishers and retailers. 

At the heart of our services is the Ditan Electronic Commerce 
System (DECS), our electronic link to software publishers and 
retailers. It’s a customer service software module that handles 
inventory management, order tracking and tracing, and 
billing. DECS ties our distribution centers to your sales and 


administration departments, and to your customers. 


J 


FINISH 


LG ыд ааа 


But there’s more. Ditan offers a full roster of services that 
makes us an ideal partner for all your software operations. 
At our assembly and light manufacturing center we provide 
same-day retail package assembly, retail labelling, point-of- 
purchase display assembly, product refurbishing and product 
redistribution. Returns are processed at the Ditan Returns 
Processing Center, which also handles certified product 
destruction. And our strategically located distribution centers 
provide warehousing, fully automated order processing, 
fulfillment, invoicing, EDI and shipping. 

So avoid dead ends. Call Ditan today to find out why the 
top names in entertainment software publishing and retailing 


all use our services. 


We showed them the way. Now let us show you. 


DITAN DISTRIBUTION 


THE FINAL PIECE OF THE MARKETING PUZZLE. 1(888)GO-DITAN 


SIMON & SCHUSTE 


Publishing for Generatic 


Catch her 
on Nick Jr. 


Ages 3-5 


* Hot new pre-school heart- - 


throb on Nickelodeon. 
* Books by Lucy Cousins 

are international 

children's bestsellers. 


* National print advertising. 


e National PR. 


Visit us at room 503W 
or see some of our 


line-up in the causeway 
outside the entrance 
to the West Hall. 
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including: Eden toys, 
Sony Wonder, 
Learning Curve, 


Carson-Dellosa VR. 
and others. к 
• National print adver- y 
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Watch her spin her magic 


M ISS SPIDER, web from books to CD-ROM 


Ages 4-7 


e Callaway Editions made 
Miss Spider a household 
name with more than a mil- 
lion books in print. 

e National print advertising. 

e National PR. 


R INTERACTIVE 
n X...and Mandos 


SABRINA II 
America's Favorite 
Sorceress id back 


* More spell-binding fun. 


*Fans of the show 
will love the game." 
—Entertainment 


Weekly 


e Features voices from the cast. 
e National print advertising. 


е National PR. 


Voted MTV's Least Likely 


5 MIDNIGHT PLAY 
1999 Winner pic de То Be Impressed... 


of the Milia 
Palm D’Or 
Ages 5-10 


* From NHK Multimedia. 
* Winner of 10 International Awards. 
* Art by Kveta Pacovska, Award-Winning 


Czech children's book illustrator. * "Daria's Life Central" is a 
2 Қ HE collection of radical utilities 
* National print advertising. designed to help Daria fans 


keep up with their fast-paced 
modern lives. 
"MArchie Comic Publications, Inc ©1999 Viacom Productions, Inc., Software 
Copyright ©1999 CINAR Corporation. All rights reserved. 
Wimzie's House is a trademark of CINAR Corporation 
PVP 1998. Created by Lucy Cousins. Maisy published by Candlewick Press. 


Maisy's Playhouse interactive content © 1999 Sound Source Interactive, Inc. z^ 
All rights reserved, “2 


© 1999 MTV Networks. All Rights Reserved. MTV: Music Television, 
Daria and all related titles, logos and characters are trademarks of HAVAS = 
MTV Networks, a division of Viacom International, Inc. interactive MUSIC TELEVISION® === aS = CONSUMER PRODUCTS 


Paramount 


Unless you use SAFEDISC. 


He's just having a little fun. At your expense. In fact he’s just one example of 
how consumer copiers, hackers, and professional pirates cost the PC entertainment, 
education, and reference CD-ROM publishing industry more than $3 billion a year. 
Which is exactly why you need SAFEDIsC? 

SAFEDISC prevents CD-Recordable drives and other re-mastering devices 
from producing useable copies of original CD-ROMs. It does not interfere with 


game or program playability...and its disc authentication technology ensures that 
only original discs are playable. SAFEDISC is now enabled at major replicators 
worldwide. In fact, SareEDisc—protected titles are being distributed by major 
publishers throughout North America, Europe and Asia. 

SAFEDISC is from Macrovision Corporation, the leading copy protection 
technology company in the world. Macrovision offers its security technologies in 
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Retailers Coming to E? 
with High Expectations 


pany-owned stores are tak- 
ing what corporate devel- 
opment vice president 
Steven Apple calls “a more 
aggressive approach to 
videogames, which we 
started on rental and now 
are expanding with sell- 
through.” The chain will 
be adding Game Boy and 
Game Boy Color due to 
customer demand and the 
Pokemon phenomenon 
“before summer to catch the 


kids coming out of school,” 
he adds. “We're also expand- 
ing accessories on the videogame side.” 
The Musicland Group’s 69 Media РІ 
and 162 On Cue stores “had an overall very 


strong quarter for both console and PC 
games,” says Scott Burtness, division mer- 
chandising manager. On the PC side, he 
noted SimCity 3000, Baldurs Gate, Half-Life, 
Alpha Centauri and 3DOS Heroes Ш. For con- 
sole games, hot PSX titles were Silent Hill and 
Syphon Filter, while N64 had Zelda, Mario 
Party, Castelvania and Acclaim’s South Park. 
“Color Game Boy and both Pokemon titles 


continue to sell out,” he adds. 

Those attending the Sega Dreamcast 
“retail summit” in early April came away very 
impressed with the new system. “We're excit- 
ed about Dreamcast and committed to the 


program,” says Funcoland’s Connelly. “If 


they achieve their ‘milestones’ on time and 
have the quantity of software they pre- 


viewed, it should be a very successful 
launch.” For ЕВ% Roithmayr, “the sum- 
mit confirmed that it’s for real—the prod- 
uct, people and plans—and it was a very 


interesting group of all major retailers 


and rep firms. Early customer demand 
[for pre-orders] is very encouraging, and 


veryone is extremely interested in 

Sony's ЕЗ preview of PlayStation 2 
(PSX 2), due in the U.S. next year. 
Funcoland owns Game Informer maga- 
zine, and Connelly notes their editor 
termed the announcement very exciting 
and surprising. “The most important factor 
to us is the backward-compatibility with 
existing PSX games,” һе says. At WOV, 
Apple says, "everyone's already talking 
about PSX 2 and it's a year away. People 
want it now." For Musicland's Burtness, 
“we believe PSX 2's backward-compatibil- 
ity will give continued life to existing PSX 
games and eliminate the typical peaks and 
valleys around most new debuts." EB's 
Roithmayr is very bullish saying, "I think 
that everyone who buys a Dreamcast from 
us will buy a PSX 2 in 2000." 


Knockout Kings: King of sales. 


we've been able to set up SKUs and place 
orders for hardware, software and acces- 
sories." 

WCV's Apple and Mike Palka, the 
chain's director of videogame purchasing, 
have had a Dreamcast to try out for five 
months and definitely will be part of the 
launch program. *People are asking about 
Dreamcast пом,” Apple says. *If Sega gets 


he promised marketing behind it, and 


elivers the initial titles and more for the 


holidays, it should be a big boost for the 


whole games market"  Musicland's 


Burtness was particularly impressed with 


he comprehensive pre- and post-launch 
marketing campaign. “We’re excited 
to—the 


about—and committed 


Dreamcast September launch," he says. 


The broad range of promised titles 


hould satisfy the early adopters. 
The retailers in this sample had slight- 


" 


ly different E? agendas. “We'll be excited to 
see what Nintendo has up its sleeve for its 
N64 holiday hit" says Funcoland's 
Connelly, “with the Donkey Kong title antic- 
ipated as a big winner.” For Musicland’s 
Burtness, “ЕЗ is mainly an opportunity to 
give publishers a chance to show us their 
second-half products, so we can put the 
pieces together for our holiday quarter mar- 
keting and merchandising plans.” 

At УУСУ, Apple’s priority as a major 
videogame rental chain is to convince 
both Sony and Nintendo “that revenue 


sharing is a very viable road to pursue,” he 
says. "We'll explain the solid numbers 
resulting from the movie studios’ adop- 
tion of such a plan for movie videos that 
has delivered a much wider customer 
base.” EB’s Roithmayr expects to see one 
of the biggest shows ever for videogames, 
and will be taking a more active role with 
assistant buyer Pat Kuhnell as buyer 
Sharon Gamble is on maternity leave. 
“We'll see the ‘guts’ of the year with new 
releases and marketing plans,” he says. 
“The incredible Game Boy expansion 
should continue.” Gw 
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GAME SAVE 


Gex 64 
Glover 


See why gamers will devour the only 
Nintendo” 64 and PlayStation® add-on 
system that puts them online, in touch 
and out ahead. come to the InterAct booth in South Hall 
and get a look at the exciting add-on system that 


втва № 

Hexen 

Iggy's Reckin' Balls 
In the Zone 98 


Gets gamers online, emailing 
friends, downloading codes, 
saves and cheats. 


will swallow the market whole! SharkWire 
: Online. The hottest new equipment 
from the creators of GameShark and 
Dex Drive. Gamers will eat up SharkWire 
Online because it's a first! It's the only add-on 


And shows them how to eat 
the competition for lunch! 


P SharkWire Online comes with keyboa 
is a registered trademark of Nintendo 


Ё that lets them go online right from their consoles. 


GET SHARKWIRED. AND SWALLOW THE MARKET WHOLE. SHARKWIRE” 


telephone cord, modem cartridge anc 
nc. PlayStation is a registered tradem. 


Visit Interict at E3 


(Hey, why wait when you can go online 


South Hall 


Booth 1400 


now?) They can read the latest gaming 


news, swipe strategies, tips and cheats 
and download game saves and GameShark codes. But that's not all. 
SharkWire Online also lets gamers email experts and friends! (Very 
cool) Bottom line? SharkWire Online will drive kids into a feeding 
frenzy! So order SharkWire Online. You'll 


be swimming in sales! To find out 


more, contact your InterAct sales 
representative. Or visit us online 


at www.sharkwire.com 


(m) N E І ы E 


of InterAct Accessories, Inc. Nintendo 64 
fed by Nintendo or Sony 


е. ©1999 InterAct Accessories, Inc. SharkWire Online is a registered tradem: 
у Computer Entertainment, Inc. This product is not sponsored, endorsed or approv 


A DECISION ES OBVIA 


About Time Inc 


(THE CHOICE IS OBVIOUS) 
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Video Juegos con Experiencia 
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ABOUT TIME INC. 


а! shashi@icsi.net www.about-time.com 


Coming Summer 1999 


ENTERPRISES 


Mexico City, MEXICO 


A Division of About Time Inc. 


ROBERT REDFORD'S А y 
Interactive Imagynasium 8 


he Sundance Institute has been a haven for creative expres- 
sion in film-making and the arts for nearly 20 years. Now, 
through a partnership with SouthPeak Interactive, Robert 


Oh Behave! 


ІІ psychedelic swingers can get ready for a double dose of 

groovy "605 throw-back Austin Powers, as he returns to the big 
screen this summer in Austin Powers: The Spy Who Shagged 
Me. The Randy One stars in his first “sock it to me” interac- 


ae : : " Redford's celebrated Institute is set to release their first edutain- ‚де 
tive title; Austin Powers Operation: Trivia from Berkeley ment CD-ROM title, Imagynasium, featuring the voices of Glenn му ТУ 
Systems. Berkeley helped put trivia gaming on the map Close and Jonathan Winters. Michelle Satter, director of EEE 


with the You Don't Know Jack series, and was ready when 
Powers creator and star Mike Myers came calling. 
Game producer, Martin Streicher, tells HB that 
“Mike was involved right from the start, and has approved 
everything in the game.” So what is Operation: Trivia? Briefly, Austin 
has been kidnapped by arch-enemy Dr. Evil, who insists on a 
game of “Win, Lose or DIE”, а "605-905 shagadelic trivia test 
with, you guessed it, the fate of the world hanging in the 
wings, bay-bee. Hey, we just hope they include sharks with 
frickin’ laser beams attached to their heads. 


the Feature Film Program at Sundance, tells HB that they have 
been researching and promoting multimedia for the last five years. 
She feels that not only is it impor- 
tant to “introduce the film-making 
community to interactive,” but to 
provide vehicles for children to 
experience the spirit of artistic 
exploration and expression, She 
endorses /magynasium as “a way 
to promote creative thinking in all 
aspects of one's life for kids." 
When asked about Robert 
Redford's views on interactive 
entertainment, Satter admits he’s 
“very intrigued” and was involved 
in all of /тадупаѕіит'ѕ key stages, 
particularly the box design. 


Next Up from Sundance: | 
Back Stage, a theater activity center, also for children. ut ж; 


Next Up from Berkeley: Orc’s Revenge of the Ancient, a fantasy strategy game 
based on the world of J.R.R. Tolkien’s The Lord of the Rings trilogy. 


Alien Fest 


he Alien movie franchise (four films and counting) star 

ring Sigourney Weaver as Lt. Ripley, the big screen's 
only female action heroine, is celebrating its 20th anniversary 
this June, and Fox Interactive will be there with the release of 
Aliens vs. Predator, a hard-core 3D action game. By having 
access to stellar franchises like Die Hard, Alien and The Х- 
Files, Fox is in a unique position as a “media” company, and 
italso knows that great gameplay has to merge with popular i 
franchises in just the right way to deliver a hit. Jon Richmond 


Ха * 


ven though the TV series Star 

Trek: Deep Space Nine will be 
ending its intergalactic adven- 
tures this season, Simon & 
Schuster Interactive, along with 
GT Interactive, are promising 
an October launch for Star 


„Ж NS 


т 
AM d > 


Jon Richmond, President of Fox Interactive, tells HB, " Our upcoming hard-core PC game, 
Aliens vs. Predator, is a perfect example of marrying popular film properties into a quality 
gaming experience which will stand on its own. At Fox, we are committed to delivering hit 
studio properties to the gaming community by leveraging our place within the Fox family." 


f 


e 


-— Next up from Fox: Die Hard Trilogy 2, Alien Resurrection, Planet of the Apes 


7а Trek Deep Space Nine: the ж 
М 5 IW, B Fallen, an action/adventure s 
TAR ARS EGINS PC game which utilizes the e Pp ук 
һе hype has hit a deafening crescen- Unreal engine. Ао, there’s son irl К 
do, and pundits are laying odds arren alentifor ыы as appearing xo um 
whether George Lucas' new Star Wars "e м, publicity at ЕЗ. 4 
installment, The Phantom Menace, will manager at Simon & cee 


Schuster, tells HB that Paramount has provided them with a 
huge “traveling Trek exhibit” which will be part of their Е? 
booth. Even better, Nicole d r, who plays Ezri Dax, will 
be on duty at the booth Friday from 11am-12:30pm. 


sink Titanic as the number one movie of EC EE EET 
all time. Meanwhile, PC gamers are 
revving up for the first Phantom-inspired 
titles from LucasArts, Star Wars: Episode 
I-The Phantom Menace and Star Wars: 
Episode l-Racer. 


Next up from LucasArts: 
Tune in to June's Hollywood Bytes 


Images © Lucasfilm Ltd. & TM. All rights reserved. 
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Visit us at the ЕЗ 99 at booth #6233, Kentia Hall 
Los Angeles Convention Center, 13. - 15. May 1999 


Please contact: Peter Hofschroer 
phone: +43-3614-2966-62 
fax: +43-3614-2966-64 
phofschroer@jowood.com 


Productions 


E3 News.com 


It's all you need to know. 


Live from the show floor! GameSpot's 
E3News.com is the ultimate guide to 
gaming's ultimate show. E3 1999 
promises to be the best ever, and we 
will be there with more previews, more 
screen shots, and more insider buzz 
than ever before. 


UK Germany France Switzerland Norway GameSpot International Denmark Sweden Australia Taiwan Japan 


International Site Demos at GameSpot Booth: 

GameSpot France, Editor Jerome Bonnet, Thursday at 2:30 
GameSpot Germany, Editor Andreas Wonisich, Friday at 1:00 
GameSpot UK, Editor lan Howie, Friday at 2:30 


Don't miss the Cocktail Party with GameSpot Worldwide! Get in touch with your GameSpot rep or email international@gamespot.com for your invitation! 


Ne Allhere. Allfree. All the time. 


A Come by and see us at ЕЗ - booth #96: 
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Send Home the Band 


How refocusing party plans can bring your 
company the right kind of attention 


By Erica Kohnke 


ауһе we're getting stodgy, or perhaps we're just 

overdosed on the traditional band-and-booze 

scene, but the proper way to throw a party for 

editors has changed. If a PR professional would like 

editors to walk away from an event with a good story 

about their company, they absolutely must calm the 
party scene down. 

Only by providing a relaxed atmosphere—filled 

with key executives from the organizations, spokespeo- 

ple from the development team, continual live demos, 


usable press-kit materials, and good food—can PR pro- 


fessionals walk away from a party having done their job 
well. Otherwise, parties can turn out to be a waste of 
both a company’s money and the editors’ time | 

PR professionals have thrown some bad parties in 
recent years. 

“Гуе been locked inside a rap concert (sponsored by 
a software publisher) that was louder than a 747,” says 
Steven Kent, a high-profile technology freelancer 
based in Seattle, “The only thing to drink was booze, 


and all of us editors ran out as soon as we could, catch- 


ing cabs because we couldn’t wait long enough for the 
first bus.” 

Steve Bauman, Editor of Computer Games Strategy 
Plus, says that this type of party is ill-conceived: “If the 
purpose is to get stories moving in a editor’s head—a 
giant loud band is not the way to go.” 

Only by focusing on the story, in an environment 
where the message will be audible, will a party gener- 
ate ink. Kent says that when parties and events are 


scripted with demos, it can be well worth his time: “I’ve 


walked away from a party, exhausted from a large 
amount of pure information, saying, “You've made my 
life great!" | 

So for the first time, PR professionals are being 
asked to strike a balance between the dry press con- 
ference format and the overblown party. ‘They are 
now asked to create an atmosphere that engenders 
interviews, product demos, and the obligatory 
shmooze or two. 

“The press wants to know that they'll be fed and 
taken care of in a comfortable setting,” says John 
Davis, president of JP Davis and Company, an organi- 
zation which produces trade show press receptions, 
such as Silicon Northwest at COMDEX and Home 
Media at ES, “At our receptions, they see a number of 
products, they talk to the right people who tell them 
what they really need to know to write a story—you 
don’t get that at a big image-generating type of press 
party.” 

In other words, if you want to generate ink about 
your company from the party, forget the band, and get 
out the cocktail shrimp. | 

But don’t get carried away. “You don’t need to be 
extravagant to make an impression,” says Jeff Young, a 
Portland-based technology freelancer for USA Today 


and The Oregonian. “The most important reason for me 


to go to a party is to see new products and get hands- 


on demos.” 


When you have the format right (did I mention 
shrimp?), and editors find that your parties are worth 
the time to attend, then your guest list will automati- 
cally grow. In the meantime, you can boost the press 
attendance by being clear with editors about what story 
they will walk away with at the end, what new products 
they will see, and the names of executives who will be 
in attendance. 


“The only way ГЇЇ go to a party is if there's serious 


product time involved,” says Bauman, “I usually ask 
how much of an event will be focused on product and 
how much on party, and if it’s too slanted toward the 
party, I usually bow out.” 

Steve Kent also makes sure an event will result in 
several stories before he accepts: *When I know that 
my readers are going to get something worthwhile out 
of my attendance, then I'll go." 

‘These tips are also helpful as you prepare to throw 
the perfect, newsworthy party: 

* Smile and dial. Often, printed or e-mailed invita- 
tions get lost in the massive shuffle of information on 
an editor's desk, so it's a good idea to personally invite 
every person on your list. 


* Start early. Like press tours, the e: 


lier you begin 
the invitation process, the more likely you are to get a 
real commitment from an editor. А month before the 
event is not too early to call. 

* Spread out at the party. Never allow the represen- 
tatives from your company to cluster in one corner. 
Introduce the heck out of everyone, and keep the exec- 
utives speaking to journalists. 

* Keep it mellow. The more stressful the trade 
show, the more important a pleasant atmosphere 
becomes. John Davis says that as the day wears on at 
E? and COMDEX, people begin to anticipate the 
comfort of z 


sedate cocktail party more than addition- 
al flashing lights and music. 

* Be the early bird. Most folks are tired after a long 
day editing or walking the show floor. The best press 
receptions overlap the end of the work day. 

* Don't go it alone. The more news you can offer 
the press, the better—sometimes partnering with your 
PR compatriots in other companies creates a better 
draw for editors. You can either arrange these “parties- 
in-partnership" yourself or hire a media reception 
company to handle the details. 

Press receptions and targeted parties can be a terrif- 
ic, cost-effective way to introduce your VIP’s to the 
media, demonstrate new products, and generate excite- 
ment surrounding your company. They simply need to 
be more carefully orchestrated than they have been in 
the past. 

So fire the band, throw parties that matter, and 


greet the editors at the door with a story and a smile. 
Every time. GW 


Erica Kohnke is the vice president of Linn Public 
Relations, an agency focused specifically on interactive 
entertainment titles. She lives and works in San 
Francisco, CA 
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пе YOU то EXPERIENCE me ULTIMATE н GAME EFFECTS 


"FX revolutionizes hand-held games with 


high speed, 60hz screen refresh rate and 
stereo sound. Viva la ШЕК!“ 
- D'Electronica 


1002 S-D effects and HOTV image quality 
Set a ПЕШ Standard for hand held games!” 
- Electronics Fun Today 


(wouldnt put UFX down until my parents 
made mel" 
- Tony Doré, age 11 


P2 2 2 У, 


With 16 million 24 bit color display, 
ІН is pure eye candy!” 
- Toy Heaven Magazine 


"This is the -1 hand held game in 1999!" 
-Fun Tech Review 


NOW AVAILABLE IN UFX: 


EXTREME SNOWBOARDING 

EXTREME CAR RACING 

SPACE BATTLE and 
WRESTLING 


see ШРК он NATIONAL TV 
STARTING FALL 99! 


Visit us at the E3 Show Booth# 7255 
L.A. Convention Center May 13-15 


WWF ©1999 Titan Sports, Inc. All Rights Reserved 
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Mass Market Versus Mainstream 


Is the mainstream gamer bad for the hardcore business? 


By Paul Palumbo 


here was a lot of talk at this ye: 
Game Developers Conference (GDC) 
about the “negative” impact on the hard- 
core side of the business because the industry 
has so quickly expanded its product appeal into 
the mainstream gamer camp. The growth of 
the mainstream segment was blamed by sever- 
al speakers (and in Q&A session after Q&A 
) for everything from reduced sales 


cycles at retail for console product to down- 
ward pressure on console title budgets. Thats 
quite a difference from last year’s GDC, when 
there was still general disbe 


—if not shock— 
at the sell-through success of Deer Hunter, and 
a willing acknowledgment that the industry 
needed to expand its appeal beyond the hard- 
core segment post haste. 


This year, there appeared to be open dis- 


dain for mainstream product from some 
quarters of the business. That is not true of 
the major publishers like Electronic Arts or 
Activision. Those publishers will quietly 
admit that if they can make a ttle for 
$100,000 and sell 100,000 pieces and make 
“bank,” then it’s great. These brands encom- 
pass a lot of mind-share across any number 
of market segments. Granted, most of the 
criticism came from developers who don’t 
particularly rate what was disparagingly 
referred to as “redneck” categories produc- 
ing games such as Deer Hunter or the “little 
girls” segment (typified by Barbie products) 
as high on their list of priorities, or even 
worthy of the 

Considering most people at GDC were 
developers, it’s only natural there would be a 


reative attention. 


tendency to dismiss or otherwise downplay the 
expansion of the business to include produc- 


tion for mainstream audiences. 


THERE HAS ALWAYS 

BEEN A MAINSTREAM 
While the industry’s roots go back to the 
days of Pong, a low-tech electronic experi- 


ence that everyone liked, games following 


in Pong’s footsteps (Asteroids, Missile 
Command and Galaxian et. al.) were not 
really mainstream games, however, and 
that’s when the industry began to move 
into a more niche production focus. As the 
electronic form of gaming migrated 
niche, board 


toward family-oriented 


games continued on their mass-market 


appeal track. So, there was always a main- 
stream gamer segment, yut it was a matter 
of delivery. 

The electronic medium of delivery 
has grown (via the PC and Internet) — 
better consoles, set top boxes, etc.—so, 
it makes sense there would be an expan- 
sion of production to appeal to those 
modes of playback or distribution. But, 
and production 


artistic sensibilities 


value judgments aside, the question 


really turns on how much truth is there 


to the criticisms voic 


Top Ten Best Selling Video Game 


Ranked by Unit Sales— Annual 1997 


Projected Avg. retail 
Rank Title Platform Publisher Unit range Price 
1........Mario Kart 64 Nintendo 64......Nintendo of America 2.0-2.5 million $61 
2.........Super Mario 64 „Nintendo 64......Nintendo of America 1.5-2.0 million $61 
3 StarFox 64 W/Rumble Pack: Nintendo 64......Nintendo of America 1.5-2.0 million $61 
4 Diddy Kong Racing Nintendo 64......Nintendo of America 1.5-2.0 million $50 
5 GoldenEye 007 Nintendo 64......Nintendo of America 1.5-2.0 million $61 
6........Final Fantasy МІ PlayStation Sony Computer Entertainment ....1.0-1.5 million $51 
7 NFL Gameday "98 PlayStation Sony Computer Entertainment ....1.0-1.5 million «$36 
8........Madden NFL '98 PlayStation Electronic Arts 500k-1.0 million ..........$39 
9 Star Wars: Shadow of the Empire ..Nintendo 64... Nintendo of America ..500к-1.0 million $70 | 
10......Crash Bandicoot PlayStation Sony Computer Entertainment......500k-1.0 million $27 
Total Avg.: $51.63 
Source: NPD TRSTS Video Games Service 


Whats more likely happening is that the 
industry is at the high-end of its current sales 
cycle, and the so-called dismal science of 


economics has demonstrated time and time 


Publishers can’t blindly take any 
production approach with mainstream 
product, which could undermine brand equity 
with core segments of its consumer base. 


TOP-TEN SELL-THROUGH 
STILL STRONG 
One of the first statistics to examine is sell- 
through of top-ten console products. 
8 supplied by NPD 
sold 
998, 
versus 13.5 million pieces in 1997. "That's a 
7.4% ge 
tables below). That said, there was slight 


According to forec 


Group, the top-ten console games 


through some 14.5 million pieces in 


n on raw sell through tonnage (see 


price erosion seen, with an average top ten 
tides selling for $45.85 in 1998 versus $51.63 
in 1997, an 11.1% decline. Is the casual game 
segment the cause of the drop in retail price 


points for console product? It’s unlikely. 


Top Ten Best Selling Video Game Titles 
Ranked by Unit Sales—Annual 1998 
Projected Avg. retail 
Rank Title Platform Publisher Unit range Price 
1........GoldenEye 007.. ...Nintendo 64 Nintendo of America 2.0-2.5 million .$49 
2.........Zelda:Ocarina Time..............Nintendo 64 ........Nintendo of America -.2.0-2.5 million $59 
3........Gran Turismo Racing............ Playstation ..........Sony Computer Entertainment ............1.0-1.5 million ............$41 
4........Banjo-Kazooie .. „Nintendo 64 ........Nintendo of America ..1.0-1.5 million ............$50 
5 Super Mario 64 „Nintendo 64 ........ Nintendo of America .... 1.0-1.5 million $41 
6........ Resident Evil 2 . PlayStation ..........Capcom 1.0-1.5 million $50 
7 WCW/NWO Revenge............Nintendo 64 ........THQ " 1.0-1.5 million $60 
8....... WWF Warzone a... PlayStation . Acclaim Entertainment... 1.0-1.5 million $42 
9 Crash Bandicoot 2 ..............PlayStation „Sony Computer Entertainment .. .1.0-1.5 million . $25 
10.......Mario Kart 64... „Nintendo 64 ........Nintendo of America .. 1.0-1.5 million .............$41 
Total Avg.: $45.85 
Source: NPD TRSTS Video Games Service 


again that a drop in price sells more of a par- 
ticular good in markets that are maturing. 
NPD Group did show numbers at GDC 
that revealed that only two top-ten titles 
(Resident Evil and Zelda) held on to the 
number one position for two consecutive 
months in 1998. The corresponding figure 
for 1997 was five titles. Was the more rapid 
turnover in top-ten titles in 1998 the result 
of the mainstream gamer encroaching on 
hardcore territory or market share? Again, 
it doesn't seem likely. The number of high 
quality games on the market today is much 


higher than it was two years ago, and there 


is simply more herding from hit product to 
hit product by core gamer audiences. And, 
the fact is that the number of weeks in the 
top spot is not nearly as important as 
cumulative sales. 

What can also be said is, that with the 
emergence of the casual game segment mak- 
ing up as much as 50% of the top selling 
tiles on the PC platform some of the lime- 
light 
through sal 
And, some developers focused on the core 


has been siphoned off—if not sell- 


——from the console segment. 
segments chafe at the thought. 


PRODUCTION COIN 
HARDER TO QUANTIFY 
Making a correlation between the rise of 


the mainstream game 


gment and down- 


ward pressure on production budgets for 


console product is more difficult to nai 


down, since publishers make dozens of 
decisions e year, and each product 
rises or falls internally on its own merit. 


А survey of publishers conducted by this 


reporter revealed that budgets have been 
going up as a result of people (i.e., direct 
labor) costs. Budgets are a function of team 
size and time in development. The average 
budgetary range for *core" (hardcore) con- 
sole product in 1998 (and going into 1999) 
was between $1.5-$2.0 million/SKU, and 
rising at the rate of *people" costs, or 7%- 
876 per year. 

However, here are brand issues impor- 
tant to publishers as the industry moves 
toward mainstream. Publishers can't blind- 
ly take any production approach with 
mainstream product, which could under- 
mine brand equity with core segments of its 
consumer base. 

‘There may be publishers with solid oper- 
ating teams that enjoy a growing or tradi- 
tional success in mainstream segments, and 


when the company has hit, it shows up on 
the bottom line. However, publishers in this 
category might not necessarily be credited 
with being "videogame" companies. They 
may not necessarily be thought of as creative 
studios, and that could be dangerous. It’s one 
thing to pad the bottom line, but everyone 
has to be concerned with the erosion of 
brand equity in this busine: 


Is there a happy medium? Moving for- 
ward, even if publishers are putting out 
high production value games, they still 
have to be creative about making them 
appealing to a wider base of player. Sports 
games are a good example of a genre that 
attracts both the hardcore and mainstream 
gamer. EA has been creating one-button 
controls and designing better tutorials to 
get the gamer engage more quickly. Prior 
to this year, it was tougher to play Madden, 
unless you were an initiated gamer or an 
NFL fan. GW 
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Now Playing at E* 


The ЕЗ Expo is about games—lots and lots of games. This week's show will be remembered for the sheer quality and quantity of soft- 
ware. The hottest titles on Earth are all on display from today’s biggest and best game companies. 


isher: Sega 
fi Visual Concepts 
; Fall 1999 


NBA action makes its debut on Sega's Dreamcast 
with NBA 2000 (working title). This new hoops 
sim brings home the high-flying action thanks 
to stunning hi-resolution graphics for an unpar- 
alleled level of realism. Players have true-to-life 
facial emotions, including frowns, smiles, dis- 
appointment and even taunting gestures. Some 
other impressive features include authentic 
playbooks designed by actual NBA coaches, a 
multi-player mode which supports up to four 
players and responsive player control, thanks to 
Dreamcast's analog controls. 


Shenmue 


TE 


Publisher: Sega 


Developer: Sega 
Available: Q4 1999 
Booth #: 2116 


An adventure/RPG of epic proportions, Shenmue 
replicates real-world in the context of a living digi- 
tal experience. Being designed by famed creator Yu 
Suzuki, Shenmue will incorporate a gigantic world 
with over 500 characters and more than 1,200 
rooms to explore, Each room is unique, according to 
Suzuki, and you can enter each of them to find 
items to complete the game. The game also fea- 
tures time control and a changing weather system. 
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iblisher: Acclaim 
г: Criterion Studios 


Developed by U.K.-based Criterion Studios, 
Trick Style is a visually striking futuristic stunt- 
based racing game that is a cross between 
Streak and Cool Boarders. The game allows you 
select from a number of different gameplay 
options: including cruising around a stunt-ori- 
ented half-pipe to zooming your way through 
the most impressive environments ever seen in 
a videogame. Trick Style includes many city 
landscapes for exploration including, LA, Future 
London, Aerial Tokyo, and Neo-Manhattan. 


J e: Fall 1999 
Bo : 424 


A mirror-perfect arcade-to-home port of Capcom's 
latest fighting game, Power Stone is a drop-dead 
gorgeous 3D fighter that utilizes the Dreamcast’s 
advanced graphics processor for superior, hi-reso- 
lution eye candy. As is the case with most Capcom 
fighting games, Power Stone excels in the playabil- 
ity department, where Dreamcast's analog control 
is put to great use. Fighting game fans will not be 
disappointed. 


her: Sega of America 
per: Sega 

9/9/99 
#: 2116 


The flagship title for Dreamcast is the awe- 
inspiring 3D adventure game— Sonic 
Adventure. Unquestionably Sega’s most 
important launch title, Sonic Adventure will 
be counted on heavily to be DC’s “killer app” 
capable of moving systems. Striking 3D 
graphics and original gameplay are sure to 
“wow” gamers. Being touted as the “fastest 
game in its genre,” SA will almost certainly 
appeal to both hard-core and casual gamers 
looking for a reason to buy a Dreamcast. 


Mirage Sa i dla ro al 


NFL 2000 (working title) is the first in a long line 
of sports games from Sega, as it tries to re-estab- 
lish its Sega Sports brand. NFL 2000 features a 
number of unique gameplay elements that will 
help make it one of the most anticipated games 
of the year. Sega promises an intricate collision 
model that will insure authentic-looking reactions 
to hits and tackles. There will be a total of 70 
teams, plus custom teams. VMU support will 
allow for discreet play calling. 


г: Sega 

: Genki 
Fall 1999 
2116 


Frame rate problems aside, Sega Rally 2is almost 
a perfect duplicate of its arcade parent. Featuring 
realistic rally racing physics, SR 215 a high-speed 
addition to a growing DC game library. Race over 
16 courses with 19 fully-customizable vehicles. 
Tires, suspension and steering can be altered to fit 
the ever-changing road and weather conditions. 
This one- to two-player racer should become one 
of the best selling games for the fledgling console. 
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Knowledge Adventure 
: Knowledge Adventure 
Fall 1999 

600 


Based on the top-rated preschool show currently airing 
on the Disney Channel, this product takes kids on an 
exploration of the warm and friendly Big Blue House to 
learn about the five senses. Featuring the lovable 
Bear—the CD-ROM mirrors the simple yet inviting style 
of this critically acclaimed television show. Through 10 
activities, five adventures, storybooks and songs, kids 
will also learn about problem solving, creativity, caring, 
sharing, self-awareness and imagination. 


“ MicroProse 


920000 People. 
РЕ 40 
64 Base Pairs 5 


The Civilization line has provided sim fans with 
some of the most engaging game playing experi- 
ences of the last decade. This latest rendition takes 
the series to the next level, combining improved 
graphics with new fantasy and sci-fi worlds. The 
basis of previous Civ games—namely, building and 
overseeing the growth of cultures through micro 
management of different societal segments—con- 
tinues to be the foundation here; this time expanded 
from its Earth roots onto other planets. 


MechWarrior 3 


Publisher: Hasbro Interactive 
Developer: Zipper Interactive 
Available: June 1999 

Booth #: 1146 


MicroProse brings hungry robot warriors a new 
chapter in the MechWarrior world that provides 
more than 20 missions, 18 different mech designs 
and 35 weapons, as well as challenging multiplayer 
battles. The company also claims that MechWarrior 
3 works well on lower-end systems—down to a 
Pentium 200 with or without a graphic-accelerator 
card—which goes against the trend of game 
designers these days who seem to be catering to 
the best-equipped gamers with their creations. 
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Starsiege Tribes ІІ 


Publisher: Dynamix 
Developer: Dynamix 
Available: Q3 1999 
Booth #: 600 


Dynamix continues to build on its growing Starsiege 

universe with a sequel to its popular multiplayer online 
game. Starsiege Tribes ІІ is counting on keeping the 
ball rolling through the addition of real-time chat; 
improvements in the game’s graphics and anima- 
tions; an improved user interface and command structure that the company claims will facilitate the cre- 
ation and execution of team play; and more challenging gameplay through enhanced artificial intelligence. 


e Wheel of Time 


Publisher: GT Interactive 
Developer: Legend Entertainment 
Available: August 1999 

Booth #: 924 


Billed as a “prequel” to Robert Jordan’s fantasy 
novels, The Wheel of Time is a release with a lot of 
street buzz that mixes first-person action under 
Epic’s Unreal engine with real-time strategy and 
role-playing components. In addition to a single- 
player mode that gradually reveals the storyline, 
The Wheel of Time features three variations of mul- 
tiplayer conflict; playfield diversity due to new 
capabilities in the level design process; and player 
skills derived from over 40 attributes. 


er: Activision 

per: id Software 
Available: Q3 1999 
Booth %: 7221/7227/7215 


Activision and id Software are revving up to 
release the next installment in this incredibly 
popular first-person-shooter (FPS) series. If the 
recently released “037е5? is an early appetizer 
of what’s to come—though id was definitive in 
stating on the game's official web site that 


Laura’s 


py Adventure 


Publisher: Ubi Soft 
Developer: Ubi Soft 
Available: Now 
Booth #: 1346 


Ubi Soft describes Laura’s Happy Adventure as “the 
first 3D adventure for girls.” Based on the Playmobil 
license, the game stars Laura, who sets out on a 
quest to unlock the power of an enchanted gem 
that was found in her grandfather’s rock collec- 
tion. Five missions and over 20 hours of game- 
play will keep kids busy exploring their surround- 
ings and interacting with different in-game char- 
acters until the very end. Graphically, Ubi has 
pulled out all the stops as the game showcases 
colorful 3D environments designed to look and 
feel like the molded plastic Playmobil universe. 


“Q3Test is not the game Quake 3 Arena’—this latest entry will grab gamers’ attention big time. The new ver- | 
sion features technological improvements, including more realistic graphics and architecture with curved sur- 

faces (as opposed to the rectangular design of previous game playfields), and a trendy focus on online play. id | 
is also going heavily cross-platform by supporting Windows, Macintosh and Linux operating systems—in fact, | 
the Mac rendition of Q3Test was the first out of the gate, with Linux and Windows versions coming shortly there- | 
after. We’re expecting this new Quake to once again set the standard for the next generation of FPS products. 
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Interplay has already received positive buzz for this sci- 
ence-fiction contest via magazine coverage and gamer 
word-of-mouth. Giants centers on a shattered planet and 
its 30 islands, which make up game's battlefields. It com- 
bines 3-D graphics, arcade action, the need for an estab- 
lished strategy and a pinch of comedy to make for durable 
single-player and multiplayer gaming. The title comes 
# from Planet Moon, the same group that completed 
MDK as members of Shiny Entertainment. 


er: Accolade 
Pitbull Syndicate 
: Fall 1999 

th #: 900 


Accolade, which was recently acquired by 
Infogrames, moves forward with a diverse entry in 
its action-packed racing franchise. This new spin on 
the Test Drive series benefits from the increasing 
power of home computers, which enables it to offer 
more realistic graphics and smoother 3-D rendering. 
The control aspects have also been improved, which 
provides less-complicated handling of the vehicle 
and enables the player to become that much more 
immersed in the competition. 


: Sierra Studios ble: Fall 1999 
: Sierra Studios poth #: 900 
Sierra's new entry in the Gabriel Knight adventure series begins in а 
European village, which provides the setting for the latest tale of 
intrigue and mystery. Gabriel visits a former prince, but is quickly 
embroiled in a complex case when the prince’s infant son is kid- 
napped from under Gabriel’s careful watch. Together with his assis- 
tant Grace, his investigation takes him on a rocky road—and it’s up 
to you to untangle each conundrum along the way toward the crime's 
ultimate solution. 


#: 2300 
The Might & Magic role-playing series progresses 
with a new entry for computer users (though it'll also 
make a trip to the PlayStation as well). 300 and New 
World Computing promise new levels іп 
action/adventure gaming within a 3-D setting, which 
comes via numerous interactions with non-player 
characters. The player is challenged by the game’s 
талу creatures as well as through the pursuit for 
solutions to the Crusaders’ many puzzles and quests. 


GT Interactive 
Epic Games 
: Summer 1999 
: 924 


A pre-release version of this sequel to 
last year's Unreal—a big year-round sell- 
er for Epic Games and GT Interactive, 
even with its post-holiday release—has 
been drawing crowds at recent events, 
Activision such as Intel's Pentium Ill launch press conference and the Game Developer Conference. Unreal Tournament 
Raven Software (UT) has earned those eyeballs with many refinements over the original. UT provides a slew of game options: 
: It offers single-player and multiplayer modes, including a capture-the-flag variation; a "tournament" mode 
04 1999 that enables coordinated battles between a number of players; mission-based "assault" sorties; and a fast- 
Boot 646 paced “hardcore” mode, in which heavy damage and frequent deaths are hard to avoid. It'll be interesting to 
see if UT's focus on competition—similar to the approach taken by Quake 3 Arena and myriad other releas- 
es this year—will draw a big audience; even the single-player mode involves team play with bots. 


Developed by Raven Software, Soldier of Fortune 
works off a magazine tie-in to create a military- 
themed first-person shooter filled with covert 
missions and multiplayer action. Loaded up with 
30 challenging mission locales-from Iraq to 
South America to Russia-SoF brings realistic bat- 
tlefield intensity to the computer monitor through 
the combination of id Software's Quake // engine 
and Raven's GHOUL rendering system. 


Monolith 
Monolith 
: 04 1999 
146 


| Sanity has a Scanners-like theme, in which 
government agents battle against rogue psy- 
| chics. The third-person action game features 
20 single-player levels and a multiplayer com- 
| ponent. Spells can be traded over the Internet, 
which Monolith claims will work much like the 
Magic: The Gathering card game. 
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NINTENDO 


Army Men: 
Sarge's Heroes 


J 


: Q3 1999 
2300 


Army Men: Sarge’s Heroes is a third-person shooter 
based on the struggle between two age-old rivalries: 
green and tan army men. You control Sarge, a squad 
leader in the green army. Other soldiers in your com- 
е | mand include Scorch, a disturbed flame thrower 
ayin ail man, Hoover, an unsure minesweeper and Shrap, the 
main mortar man. The evil tan army is led by Plasto, 
who has found a series of portals that connect the 
world of plastic army men with the planet Earth. 


: Nintendo 
7 Nintendo 
e: June 1999 
Booth #: 2816 


With Pokémania sweeping the nation, it was only a mat- 
ter of time before Nintendo introduced the wildly success- 
o X8 gi ful phenomenon to N64. In Pokémon Snap, gamers will 
i travel to the fabled shores of Pokémon Island. Their mis- 
sion is to photograph and catalogue as many wild Pokémon 
as possible for the publication of Professor Oak’s definitive 
Pokémon encyclopedia. More than 100 Pokémons are 
waiting to be discovered and photographed by hungry 
Pokémon fans everywhere. 


Being showcased prominently іп 
Nintendo's Texas-sized booth will be 
Donkey Kong 64, one of the most antici- 
pated new titles of 1999. Those lucky 
enough to visit Kong’s jungle and sample 
the game will find that Rare has deliv- 
ered the goods once again. Set in a 
beautiful 3D world, Donkey Kong 64 will 
star Donkey Kong, Diddy and three new 
characters named Tiny, Chunky and 


SHOW PRODUCT INFO 


Lanky. The rest of the Kong family also appears, but not as playable characters. 


her: Infogrames 
er: Infogrames 
ble: Q3 1999 
3ooth #: 824 


Infogrames is taking full advantage of the Warner 
Bros. License with not one, but three new N64 WB 
titles. The first will be Looney Tunes Space Race, a 
hilarious racer starring WB's most popular cartoon 
characters. Marvin the Martian is racing to recover 
the scattered pieces of his Explosive Space 
Modulator, but Bugs, Wile E. Coyote, Daffy and 
Tweety are also in the hunt. This one to four play- 
er game is fun for kids of all ages. 


isher: Rare 
: Rare 
e: Q4 1999 
: 2816 


One of the most hotly anticipated games for any 
console, Perfect Dark is making its first public 
appearance at this year's ES. As special agent 
Joanna Dark, it is your job to infiltrate the evil 
dataDyne Corporation. With a trail of secrets 
leading from Chicago skyscrapers to subter- 
ranean laboratories, missions are intriguing and 
varied. Developed by the same team who did the 
sensational GoldenEye 007, Perfect Dark is set to 
revolutionize the first-person shooter genre. 


amedaily.com 


Camelot Software 
: September 1999 
2816 


Golf—Mario-style, is making its way to Nintendo 
64 this fall. Thanks to a collaborative effort 
between Nintendo and Camelot (the developers 
behind Hot Shots Golf for PlayStation), gamers 
will be able to hit the greens as one of ten 
favorite Nintendo characters. The game fea- 
tures six, 18 hole golf courses and will be 64 GB 
Pak compatible, meaning you can download 
characters and scores to the Game Boy Color for 
on-the-move fun. 


ег: 


Pacific Power and Light 
ble: September 1999 
2608 


Motorcycle mayhem hits Nintendo 64 in the form 
of Road Rash. Join a motorcycle gang and 
take to the highways in search of rival gangs. 
Thrash it out with pipes, bats, chains or any 
other weapon you may find along the 
streets—road rage has never been so much 
fun. Sporting hi-res graphics, an incredible 
four-player mode and a ton of hidden secrets, 
Road Rash will make a welcome edition to any 
N64 library. 


— id 
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ОтїКгоп 


Publisher: Activision 
Developer: Neversoft 
le: Fall 1999 


Activision's entry into skateboarding may very 
well turn out to be one of the best available for the 
PlayStation. Neversoft seems to be pulling out all 
the stops with this one; Pro Skater will feature 
loads of outrageous courses littered with tough-to- 
reach spots and secret areas. In addition to the 
Hawkman himself, there are seven other real- 
world skaters to choose from. “Shred the rad" in 
Split-Screen, Point, Time Attack and Tag modes. 


Square Soft 
Square/EA 


Chocobo Racing is a kart-style racing game starring 
the familiar Chocobo character from the Final Fantasy 
franchise. Similar in style and substance to Mario Kart 
64, Chocobo Racing includes five game modes, color- 
ful graphics and fast racing action. In typical Square 
fashion, players will be able to edit the parameters of 
their chosen characters at the end of every story mode 
so that it could be saved on a memory card to use in 
other game modes. 


Publisher: Eidos 
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Developer: Eidos 
Available: 04 1999 
Booth #: 500 


Omikron is a unique action/adventure title. 
Players will have the ability to play as 50 different 
characters just by touching them during game- 
play. Exploration takes place from a third-person 
perspective, while shooting occurs in first-person. 
Also, there is a fighting engine in the game for 
hand-to-hand combat that allows hi and low 
punches and kicks, as well as combos. Omikron 
will prove to be a popular game for fans of 
action/adventure style titles. 


Electronic Arts 
DreamWorks/Black Ops 

Fall 1999 

309 


Dinosaurs are making a come back on PlayStation 
thanks to a new game called Warpath: Jurassic Park. 
Warpath is all-out hack and slash fighting game star- 
ring some of the most savage, bloodthirsty creatures 
from the Jurassic era. EA promises the following fea- 
tures: Ten dinosaurs; 14 arenas, including Visitor's 
Center, Helicopter Pad, Embryo Lab, and T-Rex 
Paddock; “Blood Rage” mode that award players with 
secret attack moves and Interactive Dinosaur Institute 
allows players to learn the history for each dinosaur. 


er: Square Soft 

er: Square/EA 

e; September 1999 
1506 


Final Fantasy VIII is the latest in the 
multi-million selling RPG series. This 
new installment combines a mix of 
action, adventure and romance in a 
spectacular cinematic experience that 
only Square could deliver. The main 
hero includes Squall and his elite team 
of combatants. The developers also 
improved the graphics to include 
detailed characters and environments. 
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Expected to be one of the biggest selling games of the year, FFVIII is eagerly awaited by most retail- 


ers and gamers alike. 


D 


: Psygnosis 

r: Psygnosis 
1 03 1999 
Booth %: 524 


As the sequel to last year’s critically acclaimed, 
G-Police, Weapons of Justice improves upon the 
original in every way. Among the new features 
are three totally new player vehicles (the 
Raptor, a mech-style robot, the Corsair, a space- 
craft and the car); 25 weapons, 35 enemy craft; 
30 missions. Psygnosis has improved the visu- 
als to include sharper graphics and improved 
lighting routines for more convincing environ- 
ments like underground tunnels, canyons and 
gritty city streets. 


Polygon Magic 
: August 1999 
п #: 2608 


In development for more than a year, THQ’s 
Shao Lin for the PlayStation is at last nearing 
completion. This polygonal pummel-fest joins 
multi-player action (up to four players can go 
at it at once) with a “Hong Kong, Kung Fu 
movie plot.” There are 30 different characters 
to choose from, each with his or her own 
unique arsenal of fighting skills. THQ has 
invested a lot of time tweaking the game’s 
control in hopes of earning the respect of 
fighting game aficionados everywhere. 


».gamedaily.com 
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The NBA Live series is one of the best selling 
franchises for EA and this year’s update will 
be no different. Live 2000 features updated 
rosters and uniforms from every NBA team 
along with new player speech to go along 
with last year’s facial animations. New broad- 
cast style camera technology will be added 
for dramatic effect. Also for the first time, Live 
2000 allows users to challenge NBA players to 
a game of one-on-one street ball. 


ег: Capcom 
per: Capcom 


isher: EA Sports 


Booth #: 900 


The venerable Madden franchise returns for yet 
another year of gridiron action. Madden NFL 
2000 marks the series’ tenth anniversary and EA 
Sports plans to celebrate with all-new features. 
Madden 2000 will feature the All-Madden 
Millennium team, updated rosters and teams, 
including the Cleveland Browns and brand new 
motion capture technology for increased realism. 
In addition, EA has added a new arcade mode for 
completely over the top action. 


As far as PSX titles are concerned, this is the-eee 
big one for Capcom in Q4. Featuring hi-res back- 
ground imagery, Nemesis takes place 24 hours 
before RE2 and 24 hours after RE2. Choose to take 
on the role of either а man named Carlos or Jill 
Valentine. Part of the plot: A mutated man/weapon 
named the Pursuer is after Jill. Packing 10 all-new 
zombies, a branching story line, a crafty “dodge” 
maneuver, and interactive backgrounds, this 
installment into the world of survival horror should 
be (ahem) a cut above the rest. 


Konami's newest game Soul of the Samurai 
(formerly Shogun Assassins), has a lot of 
potential. The backgrounds in Soul of the 
Samurai are all pre-rendered, while the 
characters are fully polygonal 3D models. 
Set in ancient Japan, when the samurai 
were still a prominent part of society, Soul of 
the Samurai is sure to impress. 


er: AGETEC 

r: UEP Systems 
September, 1999 
2508 


Best described as The Wild, Wild West 
meets Kung Fu, Rising Zan is a true 
breath of fresh air. Developed by UEP 
Systems (of Cool Boarders fame), Zan has been available in Japan for several months, and combines gun- 
play with swordplay. Set in the late 1800’s, players slash and shoot their way through 10 levels in hopes 
of saving a town. The hero of the game is awarded special finishing moves and “sexy” points at the end of 
each level, based on performance. To compliment the button-mashing violence, there are also puzzles, 
boss battles, hidden characters and mini-games. 


500 


Capcom’s next approach to its “survival horror” 
genre, Dino Crisis, is truly an exhilarating experi- 
ence. Crisis body slams the player into a world 
gone mad. Set on an island, the player assumes 
the role of Regina, a female member of an elite 
task force. A “time portal” has opened, leaving 
dinosaurs on the prowl. Crisis is rendered in real- 
time and contains plenty of amazing gameplay 
elements. This should be hot. 


FE я 
IN el 


ublisher: SCEA 
er: SCEA 
: June 1999 
: 2416 


Gamers will have more fun than a barrel of 
monkeys with Sony's Ape Escape. As a bois- 
terous baboon named Specter, it is your job 
to lead a daring zoo escape. This new 3D 
action/adventure game will take full advan- 
tage of the Dual Shock controller. 
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Real-time strategy 

finally coming to the N64 
by way of Command and 
Conquer. The PC title is 
making its way to the 
console with exclusive 
features including 3D 
graphics and unique 
functions utilizing the 
analog controller. Players 
will be able to battle both 
NOD and GDI Forces in 
this new port to the N64 


This title has been rela 
tively quiet until now. 
Early previews on gaming 
Sites have been positive 
and Nintendo will begin 
print advertising cam 
paign very soon. 


Marketing 


Full national marketing 
support. Extensive adver 
tising campaign in enthu 
siast publications and in 
store point-of-purchase 
materials. 


Up Against 


There's very little compe 
tition in the real-time 
strategy category on 
N64. Nintendo will take 
full advantage of the fact 
with C&C 64. The only 
other title to compete 
with it is Nintendo's own 
StarCraft 64, which will 
be released in the fall 


Bottom Line 


Face it, real-time strategy 
is non-existent on the 
N64 and what better way 
to introduce it than with 
Command and Conquer 
With StarCraft coming 
later on in the 

year, releasing in June 
makes this product a 
solid hit. 


Featuring 50 tracks 
spread over eight world 
wide locations, V-Rally 
Edition '99 puts the thrill 
and excitement of true- 
to-life rally racing at 
gamers' fingertips. 
Players can race any one 
of 11 official World-Rally 
Championship cars plus 
four bonus cars across 
varying terrain 


V-Rally has received 
plenty of previews thanks 
to a dedicated press tour 
from Infogrames. Early 
hype on the Internet has 
also been positive 


Primary print advertising 
in gaming magazines 
(GamePro, OPM, EGI 
Expert Gamer, Next беп) 
In-store videos will be 
available to video game 
specialty retailers. There 
will be a dedicated web: 
site for the game, as well 
as In-store point of pur 
chase materials 


R-Type Delta will offer 
new 3D graphics as wave 
after wave of enemies 
engage your spacecraft 
in a firefight to the death 
Packed with seven levels 
of space-shooting actior 
and the most lethal boss 
es ever, the latest install 
ment of R-Types lets 
players choose between 
three spacecrafts, plus 
опе hidden one, 


The hype has been 
extremely positive, The 
import version has 
scored highly on gaming 
websites. 


Print full-page ads upon 
release of the product in 
consumer gaming 
publications PSM, Game 
Fan, Gamers Republic, 
etc. Online press cover 
age on all major gaming 
Sites. Gameplay footage 
featured in Gamer's 
Republic promotional 
trailer distributed on 1.8 
million copies of "The 
Corruptor" home video. 


California Speed, Beetle 
Adventure Racing, World 
Driver Championship 


Rally racing is not as 
popular in the States as it 
is in Europe. Previous 
racing titles have done 
reasonably well on N64, 
however the racing genre 
has gotten very crowed 
and the competition will 
be fierce. 


G-Darius 
Einhander 


Aimed at kids 5 and up, 
this is the best 3D adven- 
ture since Activision's 
Twinsen's Odyssey. The 
animations are feature- 
film quality, the story is 

И easy to follow, and the 
games are fun to play. 
Although main character- 
Mia isn't quite as popular 
as Pokémon, she is 
a sweet little mouse and 
kids will love her. 


This game was first 
released in Canada and 
received quite a bit 

of recognition in Canadian 
publications such as Le 
Soleil and Le 

Journal de Montréal. 


Besides a dedicated web- 
site, there's not been 
much advertising or mar- 
keting behind this title. 


И From the blockbuster 
Command 8. Conquer 
series, Westwood will 
release the sequel to 
Command & Conquer, 
one of the most anticipat- 
ed titles of 1999, Set 20 
years after the events of 
the first C&C, Tiberian Sun 
features new units and 
weapons, lighting effects, 
dynamic 3D terrain and 

realistic physics. 
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The amount of hype this 
title has been generating 
is amazing. The initial 
hype has been extremely 
positive and the buzz on 
the Web grows 

bigger everyday. 


Currently the print adver- 
tising is planned to cover 
all PC gaming publica- 
tions. Posters and a new 
four-minute sizzle movie 
will also be supplied to 
retailers who are willing to 
accommodate. The 
Command & Conquer 
Tiberian Sun Collector's 
Edition is limited to a 
production run of only 
50,000 pieces. 


These types of games 
are still a niche product 
With sales results failing 
to impress for games like 
G-Darius and Einhander 
it's likely R-Type Delta 
will follow suit and do 
average numbers. 


Although Kutoka is rela- 
tively unknown, Mia: The 
Search for Grandma's 
Remedy was voted “Best 
of Show" last month at 
Retail Vision, beating out 
big boys LucasArts, 
Hasbro and SouthPeak, 


Most kid's games are 
“spell that” and “match 
this.” In many respects 
Mia is similar. However, 
because this game allows 
the player to set their own 
pace, it will appeal to the 
player who likes to 

take their time and enjoy 
the game rather than 
rushing through to the 
very end, 


Total Annihilation. 
Kingdoms 
StarCraft 

Age of Empires Il 
Homeworld 


Even though other titles 
have taken the spotlight 
recently in the RTS genre, 
there is a solid base of 
Command and Conquer 
fans waiting patiently for 
this title. Look for high 
pre-sell movement and 
strong sell-through on this 
title. 


www. gamedaily.com 


Hardware & Accessories 


PC 
3dfx Interactive 
3dfx Interactive 
Now 
$129.99 
888.FOR.3DFX 
www.3dfx.com 


Voodoo3 2000 AGP 


PC 
Blooming Tree 
Now 
$9.95 Small, $12.95 
Medium, $14.95 Large pad 


Mouse Pad 


www.everglide.com 


EverGlide Attack 


PC Win95/98 
Mindmaker, Inc. 
Mindmaker, Inc. 
Now 

$49.95 
408.467.9200 
www.gamecmdr.com 


Game Commander 


PlayStation 
InterAct 
InterAct 
Now 
$49.99 
410.2538.2424 
www.interact-acc.com 


GameShark Pro 


Li 


Breakdown 


The entry-level model in 
3dfx's line of "next gener 
ation" graphic accelera- 
tors. It comes in PCI or 
AGP slot configurations 
and, unlike the previous 
"Voodoo" boards (with the 
exception of Voodoo 
Banshee, which didn't 
really offer cutting-edge 
output), provides 2D and 
3D output 


The EverGlide mousing 
surface features high- 
density plastic that will 
never wear out. There is 
no foam core or fabric to 
crack, peel or fade. The 
durable stone textured 
finish is washable for 
clean traction control and 
dependable accuracy for 
today's advanced 3D 
games. 


Game Commander is an 
amazing product: a voice 
recognition device that 
actually works right out of 
the box. Connect the 
microphone, install the 
software, and you're 
ready to go. Game 
Commander replaces the 
need to remember key- 
board commands by 
allowing the player to 
Speak commands 


InterAct has loaded its 
venerable videogame 
enhancement peripheral 
with a ton of new fea- 
tures. Besides the usual 
cheats for unlimited lives, 
ammo, health, etc., the 
GameShark Pro can emu- 
late up to eight memory 
cards for saving video 
game data and lets you 
view game movies and 
graphics. 


S 


3dfx, aided by the acqui 
sition of board manufac 
turer STB, is the first out 
in the next wave of 
graphic accelerators. The 
3dfx brand is probably 
the strongest in its cate- 
gory-a big positive-and its 
pricing is competitive. 
Best of all, it offers solid 
2D and 3D performance. 


The EverGlide pads have 
received favorable atten- 
tion from Computer 
Gaming World, PC 
Gamer, Computerworld 
and Boot magazine. In 
addition, online gaming 
Sites have endorsed it as 
a great product for first- 
person shooters that 
require pinpoint control. 


Consumer voice recogni- 
tion has been around 
since the days of 
Windows 3.1, but its 
application in gaming has 
never been that useful 
(why scream FIRE! FIRE! 
when you could just press 
the a button?). Mindmaker 
is busy working to reverse 
gamers’ skepticism 
towards a product like 
Game Commander. 


InterAct has done an 
excellent job of keeping 
the GameShark line of 
peripherals in the fore- 
front of the gaming mar. 
ket. Their websites, 
including the dedicated 
www.gameshark.com 
keep gamers up-to-date 
оп the latest codes as do 
special tip sections in 
magazines like Tips & 
Tricks. 


Marketing 


A new logo and website 
design, eye-catching 
packaging and a $20 mil- 
lion ad campaign accom 
pany the first 3dfx-brand- 
ed boards. The ads— 
during the first half of 
'99—аге online banners, 
print spreads (gaming 
and non-gaming) and 
hilarious TV spots from 
the agency responsible 
for the “Got Milk?" ads. 


EverGlide has a dedicated 
website and is marketed 
primarily online, although 
its manufacturer says it 
will begin running print 
ads in trade publications. 


Mindmaker has been 
working with consumer 
publications and websites 
for product coverage 
including the Imagine 
Games Network and 
Newspapers such as the 
Chicago Herald and 
Winnipeg Sun. The prod- 
uct was also featured at 
the Game Developers 
Conference in CA. 


In addition to the afore- 
mentioned GameShark- 
specific code sections in 
the hint departments of 
gaming magazines, 
InterAct promotes its 
products with regular ad 
buys in the major gaming 
consumer publications. 


onsored by Interac 


Up Against 


Existing graphic accelera- 
tors (Riva TNT and its 
own, Voodoo’, Voodoo 
Banshee and Voodoo 
3000 among them), as 
well as soon-to-appear 
"next-generation"—and 
perhaps higher perfor- 
mance—boards, such as 
Riva TNT2, Matrox 6400, 
Savage4 and its own 
forthcoming Voodoo 
3500, among others. 


The primary competition 
for EverGlide remains the 
traditional foam pads 


RODUCT INFO 


Bottom Line 


Being first out in the cat 
egory and its perfor- 
mance strides are wins. 
However, be careful not to 
Overstock because there 
are a lot of quality com- 
petitors on the horizon 
Also, some may question 
if upgrading is essential, 
and STB purchase means 
no more third-party 
licensees (Creative and 
Diamond, for example) 


The EverGlide pads work 
surprisingly well, espe 
cially with most of today's 
hottest games. The plas- 
tic surface is more 
responsive and durable 
than a regular mouse 
pad. This product will 
most likely appeal to 
gamers and consumers 
who are environmentally 
conscious. 


There's nothing compara- 
ble in the gaming market 
today to compete with the 
Game Commander. Other 
voice recognition software 
like Voice Xpress and 
Dragon Naturally 
Speaking are geared 
towards word processing 
dictation. 


Super Game Wizard 
Pro-Action Replay 


Last year saw a slew of 
keyboard replacement 
controllers, such as 
QuickShot's MasterPilot 
and Saitek's PC Dash. 
Game Commander's sim- 
ple setup and accurate 
recognition makes 
remembering keyboard 
commands a thing of the 
past, assuming gamers 
can get used to talking to 
their PCs 


Priced the same as the 
original model and pre- 
loaded with codes for 
over 350 PlayStation 
games, the GameShark 
Pro is an excellent value 
considering its memory 
card capabilities, the built 
in code generator and the 
bonus video tape, “How 
to Hack Like a Pro.” 


Link Cable” and 
Link Cable” Colors 


«Coming Soon! 
+Link Cable Basic: Grape 
‘Link Cable Colors: 
Dandelion, 
Kiwi, 
Strawberry and Teal 


For more information, 
contact your InterAct 


Color Protector™ 


PulsePak” Color 


Shouldn’t Your Sales Be As High As Your Customer's Top Score? 


Get an edge in the retail sales game with the highest quality, most innovative Game Boy” Accessories on the market from InterAct Accessories. 


GameShark” 


* The #1 Accessory For 
Game Boy"! 


Sales Rep or call 
800.929.7831 EEEN 


The Industry Leader in Video Game 
and Multimedia Accessories 


Arena www.interact-acc.com 


amedaily.com 


51 


GameWEEK Magazine * May 12, 1999 


i you th 
to succeed. 


The latest addition to the TOPDRIVE line up! 
The TOPDRIVE 3 comes ready for action. 
Dual Format for PSX and N64. Precision 
control and maximum versatility make this 
wheel the natural choice for those who want 
a balance between arcade and simulation. - 


TOPDRIVE PS430 


Fresh from Logic 3 comes the 
TOPDRIVE 2. Dedicated 
PlayStation engineering coupled 
with advanced gaming technology 
pushes gameplay to a new level of 
realism. "Dual Shock’ compatible 
end upgradeable with optional 
GEARSHIFT. Leave the rest behind 
= with TOPDRIVE 2! 


TOPDRIVE PLUS , 


1 vibration and twin 
“Dual Shock’ motors. 
Realistic pedals and 
programmable gearshift 
give you the ultimate 
gaming experience. 


SpectraVideo USA Inc. 


logic 4660 Duke Drive, Suite 325 - 339, 
Mason, Ohio 45040, USA. 8 
TEL: (513) 336 1370 SPECTRA —— 
FAX: (513) 336 1329 AWA 
WEBSITE: http://www.spectravideo.com DE) 
All trademarks or trade names are the re property of their respective companies, Logic 3 5 a registered trademark af Logic 3 International Ltd 


Game Boy Color 
Product Manut./ 

Title Publisher 

Alexi Lalas Soccer Take 2 
Asteroids Crave 
Barbie: Ocean Discovery Mattel Media 
Bass Fishing Nintendo 
CatZ Mindscape 
DogZ Mindscape | 
Chessmaster Mindscape 
Defender/Joust Midway 
Deer Hunter Vatical 
Disney's Tarzan Activision 
Duke Nukem GT Interactive 
Griffe lugfest Nintendo 

Intl. Track & Field Konami 
Klustar Infogrames 
Mario Golf _ Nintendo 
Mission: Impossible Infogrames 
Motocross Maniacs Konami 
Pokemon Pinball Nintendo - 
Pokemon Yellow Nintendo 


Nintendo 64 


Product Manut 

Title Publisher 

40 Winks GT Interactive 
A Bug's Life Activision 
AirBoardin' USA Agetec | 

All Star Tennis '99 Ubi Soft 
Armorines Acclaim 
Army Men: SH 3D0 
Asteroids Crave 


ASC Games 
Nintendo/Rare 
е2 Nintendo i 
Lego Media 


Looney Tur 


S Infogrames 
Mario Golf Nintendo 
Monaco GP Ubi Soft 
Monster Truck Madness Take 2 
Mortal Ko S Midway 
NBA Jam 


Acclaim 


NFL Blitz way 


Bass Masters Classic THQ 
Battlezone Crave 
Blues Brothers 2000 Titus 
Caesar's Palace Crave 
Carmageddon 64 Interplay 
Command & Conquer Nintendo 
Deer Hunter Vatical 
Donkey Kong 64 Nintendo 
Duke Nukem:Zero Hour GT Interactive 
Earthbound 64 Nintendo 
F1 World Grand Prix 2 — Nintendo 
Gauntlet Legends Midway 
Gex 3: D.C. Gecko Eidos Interactive 
Goemon's at Adv 

Grand Theft Auto 

Harvest Moon 64 Natsume 
Hercule: Titus 
Hybri en Konami 
Hydro Thunder Midway 
Hyper Bike Kemco 
In-Fisherman Bass Hntr Так 


Pre-Book 
Date 
5/99 
TBA 
TBA 
5/99 
7/99 
7/99 
4/99 
BA 
5/99 
TBA 
5/99 
4/99 
5/99 
4/99 
TBA 
8/99 
5/99 
4/99 
TBA 


Product Manuf./ Pre-Book 
Title Publisher Date 
Adventures of J. Quest DreamCatcher 4/99 
Age of Empire MacSoft TBA 
Aliens vs. Predators Logicware TBA 
Aquazone Deluxe Mindscape 5/99 
Battlezone Logicware TBA 
Caesar 3 _ Sierra — 5/99 
Catz Mindscape 7/99 
Carmageddon 2 SCI TBA 
Deer Avenger Il | Simon & Schuster TBA 
Falcon 4.0 MacSoft TBA 
Heretic II Logicware | TBA 
Interstate 76 Logicware BA 


Release 
Schedule 


EST Ship. 
Date 


6/99 
Q2 

02 
6/28/99 


5/10/99 
6/99 
5/99 

Q3 
9/99 
6/99 

5/10/99 

a4 


EST Ship 
Date 


5/99 
Q2 
Q3 

6/99 
Q3 


Product 

Title 

Prince of Persia 
R-Type DX — 
Revelations: D.S. 
Roadsters 99 

Rugrats Movie 

San Francisco Rush 
Smurfs Nightmare 
Space Station: Silicn Му 
Spawn E 
Spy Hunter/Moon Patrol 
Super Mario Bros. 
Survival Kids 

Vigilante 8 

Wicked Surfing 

Xena & Hercules 


[Loche 


(513) 336-1370 


Manut./ 
Publisher. 


Mindscape 
Nintendo 
Atlus 

Titus 

THQ 

Midway | 
Infogrames 
Take 2 
Konami 
Midway 
Nintendo 
Konami 
Vatical 
Interplay 
Titus 
Activision 


~ THO 


Vatical 


Pre-Book EST Ship 


Date 
3/99 


Date 
4/99 


5/99 6/28/99 


5/99 
ТВА _ 
ТВА 
_TBA | 
3/99 
TBA 
24/99: 


6/99 
04 
02 
02 

4/99 
02 

5/99 
02 


“5/10/99 


6/99 
5/99 
5/99 

TBA 

TBA 
5/99 
5/99 


7/99 
6/99 
6/99 

04 

03 
6/99 
6/99 


Product Manut./ Pre-Book — EST Ship 
те Publisher Date — Dale 
On Bungie | TBA Q4 
Quake Ill: Arena id Software 5/99 6/99 
StarCraft: Brood Wars — Blizzard 5/99 6/99 
Star Trek: Creator Add-onSimon & Schuster 4/99 5/99 
Star Wars: Pod Racer LucasArts TBA Q3 
Tanaka Pacifi TBA (2 
The Crystal Key DreamCatcher 7/99 8/99 
The Forgotten DreamCatcher 5/99 6/99 
Total Annihilation MacsSoft TBA 02 
TZAR Haemimont TBA Q2 
Zork: Grand Inquisitor Logicware TBA 02 


Pre-Book 
Date 


TBA 
TBA 
5/99 
4/99 
TBA 
TBA 
TBA 
TBA 
TBA 
TBA 
TBA 
TBA 
5/99 
TBA 
10/98 
7/99 
TBA 
TBA 
8/99 
TBA 
4/99 
TBA 
TBA 
TBA 
5/99 
9/99 
ТВА 
6/99 
8/99 
6/99 
ТВА 
ТВА 
5/99 
8/99 


EST Ship 
Date 


Q3 
Q3 
6/99 
5/99 
Q3 
04 
Q3 
Q4 
Q4 
04 


03 


03 | 
6/28/99 


03 
11/99 
8/99 
04 
8/99 
9/99 
03 
5/99 
04 
02 
04 
6/99 
10/99 
03 
7/99 
9/99 


7/99 
7 


Product 


Manut/ 


Pre-Book EST Ship 


Title Publisher Date [ае 
Nomenquest THQ TBA Q4 
Nuclear Strike THQ _ TBA  Q? 
Ogre Battle 3 Nintendo TBA Q3 
Paperboy Midway TBA 04 
Perfect Dark Nintendo/Rare TBA 04 
Playmobil Ubi Soft TBA 02 
Pokemon Snap Nintendo 5/99 6/99 
Pokemon Stadium Nintendo. TBA Q4 
Quake Il Activision 5/99 6/99 
Rainbow Six Red Storm TBA Q3 
Rat Attack Mindscape Ent. 7/99 8/99 
Rayman |! Ubi Soft 8/99 9/99 
Ready 2 Rumble Mi TBA Q3 
Resident Evil 2 Capcom TBA (4 
Re-Volt Acclaim TBA 02 
Road Rash 3D THQ TBA Q3 
Roadsters '99 Titus TBA 
Rugrats Board Game THQ TBA 
Shadowgate Vatical 5/99 6/99 
Shadow Man Acclaim TBA 03 
Spider-Man Activision TBA Q3 
_Nintendo TBA (2 
Infogrames /99 
Vars E1: Racer Nintendo | 
Star Wars: PM Nintendo TBA 04 
uperman Titus 5/99 6/99 
The New Tetris Nintendo 6/99 7/99 
Tiger Woods Golf 2000 EA Sports TBA 4 
Tonic Trouble Ubi Soft 5/99 
Twelve Tales: Conker 64 Nintendo/Rare TBA 
Quake 11 Activision 5/99 
V-Rally Infogrames 4/99 
Wild Metal Country Gremlin TBA 
WinBack Koei TBA 
World Driver Champ. — Midway | 5/99 
aim 8/99 
Activision TBA 
Xena: Warrior Princess — Titus TBA 
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КЕГЕ А SCHEDULE 


Sponsored by Logic 3 


Product 
Title 


20,000 Leagues 
A-10 Warthog 
Adventures of J. Quest 
Age of Empires ЇЇ 
Allegiance 
All-Star Baseball 2000 
Alien Resurrection 
Amen 
Anachronox — 
Ancient Conquest 
Aquazone Deluxe 
Armorines 
Babyz _ 
Baldur's Gate Add-on 
Barbie Tattoos __ 
Barbie Ultra Sports 
Barbie Gotta Groove 
Baseball Pr 
Battlez 
Beneath 
Black & White 
Blue's 123 
Brunswick Bowling 2_ 
Catz 4 
Chessmaster 7000 
Civil War Experience 
& C Tiberian Sun 


Creatures 3. 
Creatures Adventures 
Croc Il 

Curse You! Red Baron 
Daikatana 

Dark Reign 2 

Dead Unity 

Deus Ex 

Diablo 2 

Dragon 

Drakan: Order o.t. Flame 
Driver E: 


. Mindscape Ent 


Manut/ Pre-Book — EST Ship 
Publisher Date Date 
SouthPeak 9/99 10/99 
Electronic Arts 5/99 6/99 
DreamCatcher 5/99 6/99 
Microsoft 8/99 9/99 
Microsoft | 0 
Acclaim 5/99 


Fox Interactive 
GT Interactive 
Eidos 
Re-Action Ent. 
Mindscape 
Acclaim 
Mindscape Ent 
Interplay 
Mattel 

Mattel 


Acti 


Activision 
Electronic Arts 
Humongous 
THQ 


Mindscape Ent. 
SouthPeak 
Electro 


ic Arts 


6/99 


Mindscape Ent. 9/99 10/99 
Mindscape Ent. 8/99 9/99 
Fox Interactive TBA 02 
Sierra 5/99 6/99 
Eidos TBA 
Activision 6/99 
THQ . ТВА 
Eidos 7/98 

5/99 

TBA Q4 
Psygnosis 4/99 ) 
GT Interactive 6/99 — 7/8/99 


| Product Manut./ Pre-Book 
Title Publisher. Date 
0002 4 Mindscape 


GT Interactive 
Electronic Arts 


Duke Nukem Forever 
Dungeon Keeper 2 


Elysium GT Interactive 
F-18 Super Hornet Titus 

Falcon 4.0 Add-On MicroProse 
Е&5 Trophy Bi Sierra Sports 
Fighter 

Fighting Stee 

Flanker 2.0 Air 

Flash Point Red Storm 


Electronic Arts 
The Gathering 


Flight Unlimited 3 


Force 21 Red Storm 6/99 
Full Auto Microsoft TBA 
Giants Interplay 5/99 


Hoyle Crag 


5/99 


lackjack 


Independence War Infogrames 7/99 
Indiana Jones & I.M. — LucasArts TBA 
Inertia Microsoft TBA 
Inherent Evil Activision 5/99 
Intl. Rally Championship THO TBA 
Jeff Gordon Racing ASC Games 6/99 


Interplay 

The Gathering 
Eidos 

Lego Media 
Lego Media 


Lego Racers Lego Media 6/99 
Lego Rock Raiders Lego Media 8/99 
Le Mans Infogrames 6/99 
Liath 


Project Two 


Links Extreme Vol. 1 


Maisy 

Matchbox Hard Hat 
Max Payne 
Mechwarrior 3 


Simon & Schus 
Mattel 
Gathering of Dev. 
MicroProse 


7/99 
TBA 


EST Ship 
Date 


9/99 

03 
6/99 

04 
5/99 
5/99 
6/99 


6/99 
5/99 
6/99 
9/99 
6/99 
7/99 
_04 
6/99 
03 
10/99 
9/99 
6/99 
8/99 
03 
(4 
6/99 
03 
7/99 
6/99 
04 


6/99 
2 9/99 
6/99 


7/99 
9/99 
7/99 


Product 
Title 


Messiah 
Metal Fatigue 
Microsoft Football 


Missile Command 3D 
Mission: Impossible 
Mordor 2 


NASCAR Road Racing 
NASCAR Racing 3 
NBA Drive 2000 
NBA Live 2000 

Need for Speed: H.S 
NHL 2000 

Nocturne 

Nox _ 

Odium 

Omikron: Nomad Soul 
Oni 

Outcast 

Panzer General 3 
Pern: Dragonflight 
Pharoah 


Planescape: Torment 
Prince Of Per: 


Quake Ill: Arena 
Quest/Glory Expansion 
Rainbow Six 2 


Rayman 2 
Revenant 
Re-Volt 
Sanity 
Sega Rally 2 
terra Cor 
еп Kingdoms Il 
Shadow Man 
Shadowpact 
Silent Hunter II 
Silver 


Product 
Title 


Ace Combat 3 

Age of Empires 

Alien Resurrection 

Ape Escape —— 
Atlantis — 

Bass Landing _ 

Bass Mastrs: Tourn Edit 
Beavis and Butthead 
Bloody Roar 2 

Broken Sword _ 
Brunswick Bowling 2 
Cabela's Big Game PS 
Centipede 
Chessmaster Millenium 
Clock Tower 2 

Croc 2 БОШ 
Crusaders of M&M 
Danger Girl 
Demolition Ri 
Dia 
Dino С 
DART. 
Dreams 
Driver 


Manut./ EST Ship 


Publisher Date Date 
Namco TBA Q3 
Psygnosis TBA Q3 

. Fox Inter 5/99 6/99 
Sony TBA _ Q3 
Infogrames: 4/99 5/99 
_Agetec TBA 03 
THQ TBA 04 
GT Interactive TBA — 04 
SCEA 5/99 6/99 
Айиз 03 
THQ 
Vatical 
Hasbro Int 


Mindscape Ent 
Ascii 
Fox Interactive 
300 
THQ 


Infogram 
GT Interactive 


| Product Manut Pre-Book 
Title Publisher Date 
Echo Night Agetec 5/99 
Ehrgeiz SquareEA TBA 
Fighter Maker Agetec 5/99 
Final Fantasy Anthology SquareEA TBA 
Final Fantasy VIII SquareEA 8/99 
Gauntlet Legends Midway 8/99 
Grand Theft Auto: L69 Таке 2 9/99 
Gran Turismo 2 Sony 6/99 
Guardian Legends Activision 5/99 
Je Konam 


с ASC Games 5/99 

J.M. Supercross 2000 Acclaim TBA 

Kawasaki Motocross Activision 5/99 

Kiss: Psycho Circus Rockstar 10/99 

Klingon Academy Interplay TBA 

Knockout Kings 2000 ҒА Sports TBA 
Еа 


Infogr 


5 
Infogrames 


03 
6/99 
_03 
6/99 


Product 
Title 


| Lufia IIl 

Madden NFL 2000 
Mission: Impossible 
Missile Command 3D 


Mortal Kombat: S.F 
NASCAR 2000 
NBA Live 2000 
NBA Shootout 2000 
NBA Showtime 

NFL Xtreme 2 

NHL 2000 


Railroad Ty 
Rally Racing 
Rat Attack 
Rayman 2 

RC Stunt Copter 
Ready 2 Rumble 
Rising Zan 
Saboteur 

W Tower 
Shao Lin 


PGA Championship Golf Sierra Sports 


Manut./ Pre-Book 
Publisher. Date. 
Interplay - 8/99 
Psygnosis 5/99 
Microsoft 8/99 
Hasbro 8/99 
Infogrames TBA 
8/99 

8/99 

TBA 

5/99 

8/99 

Microsoft ^ ТВА 
EA Sports TBA 
EA 5/99 
EA Sports TBA 


Gathering of Dev. 9/99 
Electronic Arts — TBA 


Infogrames 5/99 
Mindscape Ent. 8/99 
Grolier Interactive 7/99 


Sierra Studios ТВА 
5/99 

Interplay 6/99 
Mindscape Ent. 7/99 
Sie 5 8/99 
Hasbro — 8/99 
Activision 5/99 
Sierra 7/99 
Redstorm 8/99 
Ubi Soft 9/99 
Eidos 7/99 
Acclaim 6/99 
Monolith TBA 
едг 5/99 
9/99 

iteractive Magic. TBA 
Acclaim 5/99 
Blue Byte . ТВА 
Mindscape Ent. 8/99 
Infogrames _TBA 


EST Ship 
Date 


9/99 
6/99 
9/99 
9/99 | 
03 
9/99 
9/99 
04 
6/99 
9/99 
04 
04 
6/99 
04 
10/99 
03 
04 
10/99 
04 
6/99 
9/99 
8/99 
03 
6/99 
7/99 
8/99 
9/99 
9/99 
6/99 
8/99 
9/99 
10/99 
8/99 
7/99 
Q4 
6/99 
10/99 


04 
9/99 
Q3 


Product Manut./ Pre-Book — EST Ship 
Title Publisher Date Date 
Sinistar Unleashed THQ 8/99 9/99 
Skydive EA 5/99 6/99 
Slave Zero Accolade 5/99 6/99 
Soldier SouthPeak 8/99 9/99 
Space Girl Titus TBA Q3 
Spec Ops ІІ: Green BeretsRipcord TBA Q4 
Starlancer | Microsoft TBA Q4 
StarTrek: Birth/Federatn MicroProse 4/99 5/99 
Star Trek Worlds — Interpla TBA Q3 
StarTrek: Sta m Interplay 10/99 11/99 
Star Wars: El Rat LucasArts 4/99 5/99 
Star Wars Episode 1 LucasArts 5/99 6/99 
SW: Force Commander LucasArts TBA 04 
Super Bike 2 Intense Entert. 5/99 6/99 
Surviva Re-Action Ent. 5/99 6/99 
SU-25 Mindscape Ent. 10/99 11/99 
Tank Racer ier Int 4/99 5/99 
Tenchu sion 4/99 5/99 
The Crystal Key DreamCatcher 7/99 8/99 
The Forgotten DreamCatcher 5/99 6/99 
The Next Tetris Hasbro 8/99 9/99 
Tonic Trouble Ubi Soft TBA 02 
Total Annih. Kingdoms GT Interactive 5/99 6/99 
Total Annihilation 2 GT Interactive TBA — Q3 
Trans Am Racing 68-72 GT Interactive 8/99 9/99 
Ultima Ascension Electronic Arts ТВА Q3 
Ultra RC Racing 9/99 10/99 
Unreal Mis Pack 4/99 5/99 
Unreal Tournament GT Intera 6/99 
Velocity Acclaim 04 
Virtual Deep Sea Fishing Interplay | Q2 
Wall Street Tycoon Interactive Magic 4/99 5/99 
Warcraft 2 Platinum Sierra 6/99 7/99 
Warhammer: RitesWar Mindscape Ent. 5/99 6/99 
Warlords IV Mindscape Ent 9/99 10/99 
Werewolf: The Apoc. ASC Games 11/99 12/99 
Front Elite Edition oft 699 7/99 

f Time 6/99 7/99 

Wild Metal Country Gremlin TBA Q3 
Wild, Wild West SouthPeak TBA Q4 
Worldcraft Pro Blizzard 4/99 5/99 
Worms 2 Armageddon Hasbro _ 6/99 7/99 


Manut./ Pre-Book 
Publisher Date 
Natsume TBA 
EA Sports | 8/: 

. Infogrames 9 
Hasbro — 8/99 
Midway TBA 
_EA Sports | TBA 
EA Sports TBA 
989 Studios TBA 
Midway TBA 

TBA 
EA Spo TBA 
Mindscape Ent. 8/99 

5/99 
Agetec TBA 
Take 2 ТВА 
Копаті _ 4/99 


Mindscape Ent. 6/99 
Ubi Soft TBA 
Midway 5/99 


EST Ship 
Date 


Q3 
Q4 
5/99 
7/99 
03 
6/99 


Manut./ Pre-Book — EST Ship 
Publisher Date Date 

5/99 | 6/99 

ТВА 04 

Мап. ТВА 03 

Star Ocean 5/99 6/99 

| Star Wars: Episode One LucasArts TBA_5/20/99 
Suikoden 2 Konami — — 5/99 6/99 
Superman Titus 5/99 6/99 
The Next Tetris Hasbro 5/99 6/99 
Thousand Arms Atlus TBA Q2 


Thrasher 


Tony Hawk's Pro Skater 


Activision 


Ultimate 8 Ball THO 5/99 6/99 
Velocity Acclaim TBA 04 
Vermin Eidos 5/99 6/99 
Virus Infogrames 5/99 6/99 


Warpath: Jurassic Park EA 
EA Sports 


PlayStation 


Manufacturers: If you have found that your company’s products are improperly listed, are not listed, or are in need of updating, please ask your sales or PR department to send all relevant 
information to CyberActive Media Group, Inc., GameWEEK, 64 Danbury Road, Wilton, CT. 06897-4406 USA or fax your weekly updates to 203.761.6184. Questions regarding this section may 
be directed to Ben Rinaldi at 203.761.6158, ben@gameweek.com. Media: Permission to reprint GameWEEK Release Schedule in consumer-oriented enthusiast publications or mass media not 
dealing primarily in the interactive entertainment industry is granted provided appropriate credit is given. 
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S T A Y A H E A D O F ТН E G A M E 


By Andy Eddy 


at Ferrell is hardly a household name in the game industry. 


He doesn’t inspire the same knowing look when names such as 


Shigeru Miyamoto, Nolan Bushnell, Howard Lincoln, Sid 


Meier or Bernie Stolar are mentioned; however, his contribution to the 


industry compares as favorably as any of the others? listed. 


Ferrell is known as the co-founder of 
GamePro magazine. He also headed up 
Infotainment World for worldwide publish- 
er IDG (International Data Group). 


Infotainment World comprised of GamePro, 
PC Game. 


Electronic Entertainment, then after a series 


magazine (relaunched in 1993 as 


of name changes and reformatting, went 
back to PC Games, which was recently sold 
to Imagine Media) and a short-lived book 
division, in addition to other game-related 
products and services. 

The biggest thing to come from 
Infotainment World was Ferrell’s concep- 
tion of ап industry-specific show—the 
Electronic Entertainment Expo or, as 
we've all come to call it, E. Its creation 
was inspired by less-than-favorable treat- 
ment of the interactive-entertainment 


companies by the Consumer Electronics 


Show (CES), though the growth of the 
gaming industry was driving a sizable 
chunk of the traffic at the CES shows in 
the early-to-mid ’90s. 

Infotainment World eventually was 
divided into individually operating parts in 


ate 1995—separated into three units over- 
seeing GamePro, PC Games and trade-show 
organization—which was followed shortly 


thereafter by Ferrell’s departure from the 
company. GameWEEK recently caught up 
with Ferrell to talk about how the show 
came about and find out what has hap- 


pened since. 


GameWEEK: What's your background 
that brought you to start GamePro? 

Pat Ferrell: 1 had about a dozen years as 
controller/operations kind of guy with a 
CPA. I worked for companies like Visa and 
Foster Farms. Then I was the controller of 


Tengen, which was a division of Atari. 
They got into a scrap with Nintendo. I saw 
the need for a mainstream videogame 
magazine, so I launched GamePro іп 788, 
sold it to IDG in 1989, and sta 


them and built Infotainment World, which, 


гей on with 


of course, kind of ended up going into 
diverse product lines under the same 
industry. We had paperbacks, retail kiosks 
and custom publishing, etc. 


GW: How did you come up with the 
concept of E°? 

PF: In January 1994, we went to the CES 
(Consumer Electronics Show) in Vegas, 
and everyone was completely disgruntled. 
We were out in the back, we had the mys- 
тегу meat and the porta-potties. А couple 


of months after that show, C 


had a 


meeting with the disgruntled videogame 


companies in San Francisco. І sent Debra 
Vernon to that meeting, and I told her, 
“There might be an opportunity here.” 
There were a couple of guys at the time 
rattling about having a game show, but 
they weren’t very serious players. 

She came back and reported that the 
basic response from CES was, “We can’t 
really improve. This show is foremost for 
our members and secondarily for other 


people that want to attend, and you guys 


qualify under the latter.” I told Deb, “Let's 
go see if we can’t pull the industry togeth- 
er to do our own show,” and that’s when we 
clandestinely started meeting with compa- 
nies. In fact, over a period of a few months, 
I called on about 55 companies myself. 
The pitch was, “Let’s lock arms and launch 
our own trade show”—even though I had 
never done a trade show before in my life. 


(laughs) At that time, we hooked up with 


E?^'s Founding Father 


Pat Ferrell 


He went from accountant to publisher of the most read videogame magazine, 
and then conceived and launched the Electronic Entertainment Expo 


our operations partner, and we 
did get an affirmative from sev- s 
ws Я ations. 
eral of the big players. 

At the same time all that 
was going on, the IDSA was 
Mortal Kombat 
years—and the IDSA charter 


formed—the 


members were split on the 


trade-show issue. They knew 


they had to have their trade 
show, but there was 
Nintendo and Microsoft that 
wanted to go with CES, and 
basically the remainder of 
the players wanted to do 
their own thing; companies 
like 


Electronic 


Sony, Sega and 
Arts. At 


point, the IDSA allowed for 


that 


presentations to try to 
resolve the issue. 

We basically won the presentation part 
of it , however Nintendo and Microsoft 
said they were still going to back CES, so 
it looked like there was going to be two 
shows. Strategically, then, we laid our 


dates on top of CES (laughs), which caused 
the problem that a company had to pick— 
there was no going to both—and that's 
when the PR war began. ГЇЇ give Bill 
White, 


Sega, 


then an executive vice president at 
edit for that one. 


After that, it was a flat-out tug-of-war 
to see who would pull the most companies 
underneath their umbrella, and we won 
that war. By the time CES got up, they 
needed to make their deposit for 
Philadelphia—it was like a quarter of a 
million bucks—and it didn't look like they 
were going to get the quantity of compa- 
nies. I think they had legitimately about 35 
companies signed, and we had 96. That’s 
when CES looked and said, “If we drop the 
money now, we're committed, even if we 


lose our shirt.” They bowed out. 


GW: How did you get word of that? 
PF: | got a call from Gary Shapiro [pres- 
ident of CEMA, parent of the CES 
show], who said, “You guys win.” The 
next two calls I got were from Nintendo 
and Microsoft. 


Two of Pat's 
magazine cre- 


SPECIAL COLLECTORS’ 


107" ANNIVERSARY ISSUE! 


GW: They were the last two holdouts? 

PF: Yeah, they were the anchor tenants for 
CES, basically. There were other compa- 
nies in the medium-to-small range that 
split, and people took different loyalties, 
depending on how close they were...for 
example, Squaresoft back Nintendo 
because of their close relationship. A lot of 
it depended on who you had relationships 
with who. At that time, Sega had come up 


as the market leader. Even though 


Nintendo was very, very powerful, Sega w 
equally powerful. Sony was just the scrappy 
new guy on the block. Having those two 
lock arms was formidable—I don’t think 1 
could have done it with just one of them. It 
had to be both. 

What Гуе understood—through the 
rumor mill—is that CES called Nintendo 


and said, “We need an absolute 100% com- 
mitment from you before we pay this 
d, “We can’t 


give that to you, we still have to see how 


deposit.” And Nintendo 


this shakes out, but it doesn’t look like 
you're winning right now.” I think CES 
viewed that as a balk, and they did not want 
to go forward with the potential of 
Nintendo pulling out as well. That would 
have been catastrophic for them. 
Microsoft, I believe, was just kind of fol- 


lowing Nintendo’s lead. At the time, 
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Microsoft was a fairly low player; they did- 
n't have a lot of product out. They hadn't 
come out to full bloom yet. 


GW: After the Nintendo and Microsoft 
meetings, what happened after that? 

PF: We said what we really wanted to do 
was put on a really fun...we knew there 
was some bad blood. We wanted to make 
sure we did everything possible so that by 
the time the show was over, everyone was 
happy. There were a lot of concerns about 
enough traffic in the West Hall, for exam- 
ple. We had a big South Hall. Even Sega 
and Sony wanted to make sure that 
Nintendo and Microsoft [who were rele- 
gated to booth space in the “secondary” 
West Hall because of their delay in com- 
mitting to E'] were happy. I think they 


really wanted to pull together. And the 


IDSA, in order for it to be a 


formidable organization, 
had to have those guys on 
the same page. 

Even though they were 
fierce competitors, it was 
kind of interesting how 
they had an uncomfortable 
alliance. Sony and Sega, for 
example, encouraged us to 
do everything possible to 
make өше there was 
enough traffic in the West 


Hall. As we all remember, 


there were so many people 


there in that first г, that every inch of 


every hall was saturated for the entire 
length of the show. It was a wonderful, 
wonderful first-year event. 


GW: What was the issue regarding con- 
tracts? Were you just given the first 
show, and then the basis was if things 
went well you'd get the next shows? 

PF: What happened was, we owned the 
trademark, “we” being IDG. We owned 
the E! trademark. The IDSA felt very 
strongly that they had to own the trade- 


mark, because they knew they were going 
to own the show for 50 years or 100 years 
or whatever. So there was a negotiation 
between IDG and the IDSA that ulti- 
mately transferred the trademark over to 
the IDSA; i.e., transferred ownership. If 
you look at these shows, the only thing 
that has any value is the name. 
Everything else you rent—from the cof- 
fee pots to the space, you just rent. The 
real value is in the logo and the name. 
IDG knew that they had the backbone to 
put on a great show, they were well tied 


into the industry vis-a-vis Infotainment 


World, so the negotiations was more like, 
Now 
ars.” 
r deal 


“Okay, we know we can do the job 


give us the show for X number of y 


I believe it ended up being ten-y 


in total, where IDG would manage and 
share in the profits. When I left, they rene- 


“We wanted to make 
sure we did everything 
possible so that by the time 
the show was over, every- 


one was happy.” 
Pat Ferrell on the first Е? 


gotiated that as well, and I never saw that 
contract, so I don’t know what that deal is. 


GW: What was the response from the 
industry to the show? 

PF: The first year was overwhelming. In 
fact, І remember saying to someone at the 
first show, “It’s all downhill from here.” 
(laughs) You knew that the pats on the back 
and the “Wow, this is fabulous. We should 
have done this a long time ago,” were going 
to go away, and in Year 2 it was going to be, 
“My sandwiches weren’t hot enough. My 


coffee is cold.” I thought it was an over- 
whelmingly fun show. 

The other thing was, because it was so 
new and a first event... 


esus, everybody 
had parties, everybody had all sorts of 
giveaways. The entertainment commu- 
nity embraced the entire show. The 
Japanese came over in droves. І remem- 
ber one of my people coming up to me 
and saying that someone wanted to use 
our conference room at the show, and it 
ended up to be Steven Spielberg. 

That said, I would bet that this year 
could be just as good as the first year, 
because it’s going back to LA. I really 
believe that that town—if they do it 
right, if the PR people and the marketing 
people do it right—I would believe that 
LA would embrace that show again. It’s a 
wonderful event for press. It’s definitely 
the thing that people like to 
see on the six-o’clock news. 
Everything about it appeals 
to that venue. It’s very easy, 
its one flight from Asia. I 


just thin 
pluses to it that I think what 


there are so many 


you'll see is a very robust show 


this year. 


GW: Are you keeping in 
touch with it from the 
“outside” so you know 
what’s going on in that 
realm and...? 

PF: Nope. (big laugh) The closest I get to a 
video game is when I play with my kids. 
(laughing) 


GW: How did you come to leave 
the industry? 

PF: I came to a point where I realized it was 
time to do something else. I was intrigued 
by the Internet space, didn’t know exactly 
what I wanted to do, but knew I needed to 
take some time off and think about it. 
Infotainment World was also at a point 
where it needed to be broken into smaller, 


аё IN 
a 
The Electronic Entertainment Expo 


more dynamic piec 
just a combination of timing and where 
Infotainment World was at. Гуе always 


s. It got too big. It was 


been the kind of guy to bounce from indus- 
try to industry, and now I’m thoroughly 
engrossed in the Internet space—and loving 
it here like 1 did in the videogame space 
when I was in there early on. 


GW: What are you doing now? 

PF: My co-founder and I founded a compa- 
ny called Socialnet. Socialnet has robust 
working products for the Internet, so you 
can use our products to very discreetly and 
carefully—it's a safe and secure way to meet 
people for tennis or golf or romance. We 
have a roommate service and professional 
networking, etc. We launched in February, 
we have over 30,000 registered members 
and we're growing very rapidly. It’s at 
socialnet.com. 


GW: Tell me, do you miss the gaming 
industry now? 

PF: The truth is, no. (laughs) It’s interesting 
that a lot of the gaming/entertainment peo- 
ple have populated the Internet industry. 
People like Bill White [previously at Sega 
and Nintendo, then Excite and now CMG 
Information Services] and Jack Heistand 
[formerly with Electronic Arts and IDSA 
and helped build up Total Entertainment 
Network (TEN)]. So I still keep in touch 
with some of those guys. GW 


3dfx: Voodoo’ Tool Updated-3dfx Interactive has 
discovered a problem with the “Use higher quality 
but lower performance video” button in its 3dfx 
Tools for the recently released Voodoo’ boards 
The company has provided GameWEEK with an 
updated version in the form of a separate applica- 
tion, which has been approved for use by 3dfx's 
quality-assurance department. We've made it avail- 
able on our GameDaily website at www.gamedai- 
ly.com/news/4_16/3dfxvidcfgApproved.exe 


Activision, THQ “Insider” Stock Sales-Activision 
and THQ each had stock sales by individuals close 
to the respective companies. Barry Plaga, 
Activision's chief financial officer, reportedly sold 
32,986 shares of the company between March 19 


and March 30, 1999, at prices between $12.67 
and $13.17, The sale total ranges between 
$417,932.62 and $434,425.62. Lawrence 
Burstein, who is listed as a director of THQ, sold 
5,000 shares on March 3, at a price of $21.25. His 
sale total was $106,250. 


eUniverse to Snag Game Site—eUniverse recently 
announced that it has signed a letter of intent to 
acquire Case's Ladder, which focuses on the coor- 
dination of online gaming tournaments and events 
Case's also hosts events for such sites as Yahoo 
Games, Microsoft Gaming Zone and Mplayer. 

While the terms of the agreement weren't stated, 
the company's statement indicated that the deal 
was expected to be finalized by the end of April, and 


the transaction completed by mid-May. eUniverse 
provides a network of varied web sites, is also 
known as the "Motorcycle Centers of America, Inc. 
and trades Over The Counter under symbol 
MCAMD. 


Maktos Makes Gaming Lingua Franca-The 
Maktos Translations web site started a new life, one 
that it hopes will expand the sharing of game news 
worldwide. 

А good chunk of game product in North America is 
still driven by Japanese parent companies, with 
releases of new software and hardware often 
appearing in Japan first, then followed by release 
into other countries at a later date. While that may 
never change, Maktos was started as one game 


enthusiast's effort to bring Japanese gaming news 
to an English-speaking audience through careful 
translation from one language to the next. 

The site has gone through a number of redesigns 
Since its creation by Matt McDevitt as a Geocities 
community site this past December, and culminates 
with this week's appearance under its eponymous 
domain name. Its content well consists of transla- 
tions of company web sites and newsgroup post- 
ings, which provides a wealth of information and 
opinion. It has also added content in the form of 
anime information (including song lyrics), transla- 
tions of game manuals (to help buyers of import 
products get the full value out of their purchases) 
RealVideo streams of Japanese commercials and a 
message board for user posts 


—————————————————————————— 
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Monolith Productions: A Little Engine that Can 


Washington-based developer puts emphasis on games, then the business aspects 


Allen Rausch 


ll companies have a character— 

particular culture that distinguishes 

them from one another. It's this core of 
values that binds the organization together 
and influences everything it does. For exam- 
ple, much of Microsoft's character was set by 
Bill Gates' determination to control the 
world. Monolith Productions, on the other 
hand, has no desire to rule the world; instead, 
its character stems from the old-school style of 
its computer enthusiast founders. Monolith is 
driven by the desire to create cool stuff, 
impress its peers in the industry, and just have 
some fun along the way. In short, Monolith 
harks back to the halcyon days of Atari—when 
this industry was just a couple of hobbyists 
who happened to hit it big. The question is, 
Can that kind of laid-back entrepreneurial 
style survive in today’s gaming industry of 
rapidly mainstreaming product, marketing 
and hit-driven mega-publishers, and non- 


gamers looking to cash in? 

GAMES FIRST, BUSINESS SECOND 
Much of Monolith’s character stems from 
the personality of its iconoclastic 27-year-old 
founder and CEO, Jason Hall. Hall, a col- 


lege dropout, ex-computer hacker, and 


phone phreaker, has the kind of eclectic 
“garage developer” type of resume that used 
to be de rigeur in this industry before the 
MBAs and marketing executives moved in. 
According to Hall, “I never really decided to 
enter the gaming industry, I had originally 
planned on being a stockbroker.” Hall stud- 


ied ten hours a day for the exam, eventually 
becoming a fully licensed broker at the age of 
18. Unhappy as a stockbroker, he tried to 


become a full-time Marine, but after the 
enlisting, he ended up being assigned to 
reserve duty at a Naval Air base in Alameda. 
There he joined Broderbund as a customer 
service rep, eventually getting promoted to a 
programmer. 

The genesis of Monolith, however, came 
with Hall’s move to Edmark, the Kirkland, 


software 


Washington-based company, 
notable for quality children's software. 
According to Hall, “Edmark was where 1 


hooked up with the other five founding 


members of Monolith, the Monolith demo 
group.” Initially, the group didn’t come 
together for the purpose of creating games. 
“Don’t get me wrong,” Hall said, “all of us 
were hardcore gamers, and certainly games 
were one of the things that we wanted to 
work on. Our primary purpose in coming 
together, though, was to work with the 
newest, shiniest technology we could get our 
hands on and create really cool things.” 

At the time of Monolith’s founding in 


1994 the newest technology around was 


Microsofts DirectX. “We ended up produc- 
ing a CD of games, music and artwork just to 
let people know we were here and that we 
knew something about this DirectX stuff,” 
Hall said. “All of a sudden, this huge contract 
to do the Microsoft Windows 95 Game 
Sampler drops in our laps.” After the success 
of the Sampler, the young company found 
itself awash in project offers. 


We now had the money really to make a 
go of Monolith, “Hall said, “so we had to 


decide right at the company’s inception what 


kind of a company we wanted this to be.” 


The first decision was that the company 


would grow slowly, “It’s vitally important 
that everyone who joins this organization 


shares its core values. Monolith believes in 


fostering the creative spirit, and we want 
everyone to be part of the development 
process.” According to Hall, that means that 
not only should everyone be good at their 
primary jobs, but also they need to have a 
passion for games and technology. He 
describes the company’s founders 
as “a circle of friends” and 
stresses that company 
expansion should never 
compromise that core. 
When questioned 
about company 


Hall was 


specific 
dismissive of any char- 


acterization of the com- 


pany as a group of high- 
minded “artists.” 
“Don't forget that my 
first job was a stockbro- 
ker, the kind of job where 
you don’t survive more 
Monolith CEO & Founder 
Jason Hall 


than a week if you've got 
your head іп the 
clouds," Hall said. 
“However, its a cen- 
tral element of 
Monolith’ vision that 
business success follows 
artistic brilliance, not 
vice versa." Hall then 


took pains to point the 


credentials of many of the company’s 


employees. Many were key players for well- 


known software companies, such as 


Edmark, 


3DRealms, and Squaresoft. 


Broderbund, Sierra, Kesmai, 


THEY KNOW IT CAN 
Key to future business plans is Monolith' 
own proprietary LithTech Engine. Hall 


explains, “...the engine division is an exam- 
ple of Monolith employees working on their 


passions, and those passions becoming key 


elements of Monolith’s growth.” Paul 
Butterfield, Monolith’s PR Director, elabo- 
rates, “We began working on our Anime- 
inspired first-person shooter Shogo; Mobile 
Armor Division and made the decision to cre- 
ate our own engine.” 
“There were a couple of reasons for this,” 
Butterfield continued. “First, there just was- 
n't an engine out there that 
was flexible enough 
for what we 
needed 
Second, every 
developer 
will always 
create their 


own engine 


if they have 

the chance. 
Third, we 
had a cadre of 
programmers 
who were more 
interested in cre- 


ating engines and 


cool development 
= tools than actual games. 
We had the time and the 


Y resources, so we went for it. 
Later, as we began work, we real- 
ized that not only could Shogo be 
used as a showcase for Lith Tech, but 
also because the engine was such a 

versatile build, it would be suitable for 
several different types of games. The 

licensing program grew out of that.” 


The Lith Tech engine itself is a true 3D 


game engine operating system developed by 
Monolith 
Microsoft. A quick overview of the engine 


under the supervision of 
boasts a number of outstanding features 
including the ability to build 3D games from 
virtually any perspective, utilize state-of-the- 
art motion capture and complex 3D models, 
incorporate dynamic music, and create fully 
networked gaming products. However, the 
LithTech engine's features are shared by a 
number of other higher profile engines, most 
notably the Quake П and Unreal engines. 


Two of Monolith's Games: Sanity (left) and Blood 11: The Chosen (right). 


The LithTech program license comes 
with an API set, level editors, model editors, 
conversion utilities, sample code, customer 
technical support and regular updates. What 


makes LithTech unique, however, is the 


engine’s cost, the licensing fee is $250,000 
per product with no royalties assuming a 
commercially sold end product. When com- 
pared with the million dollar licensing fee 
commanded by other engines, it’s easy to see 
one of its major attractions. Unfortunately, 
being so much less expensive than other 


engines can carry 


its own stigma, the idea 
that the Lith lech engine is somehow sec- 
ond best or bargain basement technology, 
an idea that both Monolith and its licensees 
work vigorously to deny. 

“(The LithTech Engine) does cost less 
than the other top engines out there,” 
Butterfield said. “For one thing, we know 
that we’re the ‘new engine on the block’. 
Our cost derives from several factors. Fir 


we bear part the cost burden of continuing 
research and development, since we're con- 
tinuing to use the engine for upcoming 
games like Sanity and others soon to be 
announced. We also researched the market 
and the price and features of competing 
engines and then decided to price not in 
relation to what other people were charg- 
ing, but by what would allow us to make a 
thriving and competitive business out of 
licensing the engine." 

Butterfield continued, “We have many 
features that set us apart from the other 
engines, just like they have different fea- 


tures than us, but I think there are a few 


points that truly separate us from the rest. 
Having a D3D renderer that works on 
almost 90% of the cards out there really 
helps to show off the hardware mode, but 
overall the big advantage of the engine is 
versatility and being very modular. The 


engine and the game are completely se 


rate. This is very important for develop 


looking to make a new game and not just 
change and hack apart Shogo or Blood 2 
Giving the developer an engine and not an 


engine attached to a game was one of our 


л 
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most important goals from the beginning of 
the development process.” 

The result of the LithTech program is 
self-evident, Hall says. The company devel- 
oped a solid business model, but it also gets 
to work with and supply useful tools to other 
developers, following its mandate to “make 
cool stuff.” The LithTech program also 
helped the company develop an organiza- 
tional model. Monolith has now become 
two solid game development teams along 
with a separate engine team led by program- 


mer Mike Dussault. 


OVER THE TOP 


Interestingly, four ye 


after the company’s 
founding, the company is just now coming 
together as a real cohesive unit. Monolith 
has had a number of successful and not so 


successful games hit the market including 
the aforementioned Shogo: MAD, the sleep- 
er hit Blood and the critical disappointment 
Blood Il. Hall himself is brutally honest 
about evaluating his companys perfor- 


mance. According to him, “...learning from 


your mistakes is the only way to get better,” 
and he has nothing but disdain for compa- 
nies that try to sweep failure under the rug. 

“Lets face it, “ Hall says, “like everyone 
else in this business, we're going to have 
fantastic games and games that are not quite 
as fantastic. Thats the price you pay when 
you go try to push the envelope every time 
out. The trick is to evaluate your disap- 
pointments and figure out what went 
wrong. Then (and this is where a lot of 
companies fall down) incorporate that 
knowledge into your development process.” 
An example of this “learn as you go” process 
was the release of Shogo: Mobile Armor 
Division. 

Shogo was an extremely important 
release for Monolith. It was the showcase 
title for the LithTech engine, it was the 
company’s fourth quarter holiday linchpin 
and it was a self-published title (Monolith 
also has a publishing and distribution deal 
in place with GT Interactive). When the 
title was release at first, it seemed as though 
everything had gone perfectly. “We honest- 
ly felt that (Shogo) was ready to launch.” 
Butterfield said, “Then after the release, the 


Internet new sgroups were sudden y abuzz 
with complaints about the quality of the 
game's artificial intelligence." Indeed, 
according to some early postings, many of 
the game’s enemies would just stand and let 
gamers pound them without even trying to 
fight back. 

“Thats when we jumped into action,” 
Hall said. However, rather than trying to 
cover the gaffe with public relations double- 
talk and damage control, the company 
admitted online that it had made an error 
and made the improvement of the game's 
Al—a top priority in the quickly released 
patch. The gambit paid off, Shogo was a 


success and a potential PR disaster turned 


into a coup for the company. 


“We learned a lot from the release of 


Shogo," Hall said, *We learned our way 
around publishing and how to deal with 
retailers and our customers, we re-evaluated 


our QA process and have incorporated that 


4 


Me 479 > Make it 


experience into our collective.” Hall stress- 
es, however, that the reason it turned out so 
well was not because of any slick moves on 
Monolith’ part, but because their reaction 


to the crisis was fueled by their core values. 


“We were committed to the success of 


Shogo the way we are to all our products. 


“Hall says, “It was never an issue of money, 
we're in this business because we love it, and 
all of our products need to show that love.” 
Art and commerce are frequently painted as 
incompatible in this industry. Monolith is a 
company to watch if only to see whether the 
two can truly exist together. GW 
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Grappling with Success 


Wrestling titles drive triple digit growth in the category 


By Paul Palumbo 


n the span of three short years, 

wrestling titles have come to dominate 

the “fighting” category on console plat- 
forms, led by the popularity of both WWF 
and WCW licenses that have turned gold- 
en for publishers. In 1996, wrestling games 
made up a mere 10% of the fighting cate- 
gory. In 1997, that figure grew to 33%, 
based on sell-through units (see table 
below), and in 1998, the comparable figure 
spiked up to 68% of pieces sold. 

Total unit sales in the category are up 
272% їп a year-over-year comparison 
between 1997 and 1998. Dollars in the 
segment rose from $215 million in 1997 to 
$438 million in 1998 (based on NPD 
Group numbers), a 200% rise. Wrestling 
titles accounted for two out of the top ten 
selling games in the category in 1997, but 
a surprising six out of ten in 1998, primar- 
ily on the strength of THQ’s WCW fran- 
chise. ^ 


hat license has generated millions 
of dollars in revenue for the company and 
a lot of investor attention. The company 
has really nailed the genre. 

Today, wrestling is more like a mass- 
market spectator sport with primetime ТУ 
specials; high profile Pay-per-view events; 
and a bunch of *Hollywood" stars, except 
these characters typically have their own 
distinctive signature moves and clever 


"taunts" that kids know and love. 


Wrestling is everywhere. A former 
wrestling star, Jesse Ventura, was even 
elected governor of Minnesota. Thats vis- 
ibility. Wrestling is more like fun and 
games, which is why it has translated so 
well as an interactive product license. 

It’s somewhat of a double-edged sword 
for publishers, however, because while 


these licenses might have been cheaper to 


license, and THQ will assume the WWF 


license currently held by Acclaim 


Entertainment until November. 


WRESTLING DOWN 
MILLION UNIT SALES 
Whats happened to wrestling over the 
past s 
beneficiary of this with its WCW license) 


ral years (and THQ has been the 


is that TBS really made the sport into a 


Total unit sales in the category are up 
272% in a year-over-year comparison 
between 1997 and 1998. Dollars in the 
segment rose from $215 million in 1997 to 


$438 million in 1998..., a 200% rise. 


acquire several years ago when compared 
to NFL, NBA and NHL properties, that is 
certainly not the case today. There is a lot 
more competition for these licenses, and 
that means rights holders can command a 
significant up front (seven-to-eight fig- 
ures) plus a nice back end guarantee to 
secure a wrestling license nowadays. Next 
year, Electronic Arts will own the WCW 


Top Ten Best Selling Video Game Fighting Titles 


Ranked by Units Sold— 1997 


Projected Avg. retail 
Вапк Title Platform Publisher Unit range Price 
1... WOW vs. nWo: World Тоиг.......... .М64 ......... ЇН. ызыны, 4295000 n 1.00 
2 ДЕШ rra PlayStation Namco 375,000....................$46.00 
3 «WOW vs. The World... „PlayStation THQ 375,000.. $38.00 
4 Soul Blade .. PlayStation Namco 225,000 $46.00 
IN Tekken eene PlayStation ........Матсо 225,000 ы $20.00 
6 „Bushido Blade..............................PlayStation Squaresoft 225,000 ........ $37.00 
7... МК Mythology: Sub-Zero ..............PlayStation ........Midway .... ds $46.00 
ъа MIST не МА ..................Міймау.... 175,000 $69.00 
9 ..........Killer Instinct Gold.......... БЕН NGE БЕТІНЕН Nintendo 175,000 $70.00 
10 ........Street Fighter Ex Plus ............. PlayStation ........Сарсот. 125,000. $43.00 

2,500,000 $47.60 


Ranked by Units Sold— 1998 


Top Ten Best Selling Video Game Fighting Titles 


Projected Avg. retail 
Rank Title Platform Publisher Unit range Price 
1 WCW/nWo Revenge ............ N64 . THQ 1,000,000 $60 
2 secre WWE Warzone ............. PlayStation Acclaim 1,000,000 ........... $42 
Э. IBARBII 3 iios i PlayStation ........ Namco ....................1,000,000 ...................944 
4... WOW Nitro USE cic Dis ost ../25,000 ..... $43 
5 WWF Warzone eee A Acclaim " 725,000 $60 
6 ......... WCW vs, nWo: World Tour ............N64 „ПНО 675,000 ........... 2853 
7... WOW vs. The World........ PlayStation THQ... Т 525,000 ... У $23 
8 Теккеп 2. „PlayStation ........Матсо....... а: АТ9,000 го $24 
9 .......... Mortal Kombat 4..... .. PlayStation ........Midway 375,000 a $44 
10 ........ Mortal Kombat 4...........................N64 Midway 375000: siisii $51 

6,775,000 $44.40 


Hollywood-like production. The network 
has driven up awareness of numerous per- 
sonalities, from Hollywood Hulk Hogan to 
Neil Sting and others. Plus, there has been 
the occasional celebrity entering the ring— 
namely, basketball star Dennis Rodman 
and pro-football player Kevin Greene— 
which guaranteed to add even more specta- 
cle to the drama. And drama it is. 

Wrestling organizations have actually 
“come clean” and admitted that what is 
being staged is exactly that, a staged act. 
Scriptwriters for these events are able to 
talk shop about it and even suggest that 
WCW and WWE writing is comparable 
to modern day Shakespeare. That might 
be presumptuous, but it’s also a lot of fun. 
‘Take together, wrestling products that sold 
300,000-400,000 pieces two years ago sold 
1,000,000 + pieces in 1998. 

Technology has also come a long way. 
“The old 8-bit and 16-bit wrestling titles 
are nothing like those today. Players could 
only lumber along like stiff robots,” says 


James Lin, an analyst with Wedbush 


Morgan Securities. “It was hard to design 
in signature moves. With improved art, 
technology and graphics, Hulk Hogan can 
actually perform his moves. There is an 
improved sense of realism that is helping 


to drive sales.” 


THQ MADE GOOD 
GAMES AT THE RIGHT TIME 
THQ has done a great job with the WCW 
license, but the company also got into the 
category before the true size of the market 
was revealed. “When THQ went into the 
wrestling category, Acclaim had the WWF 
license and had done very well with it. 


And, in considering any of the other sports 
franchises, THQ would have been com- 
peting with established brands in a very 
crowded market,” says Allison Locke, 
senior vice president of sales and market- 
ing at THQ. “THQ saw a significant mar- 
ket opportunity when the exclusive rights 
for the WCW franchise became available. 
As it turns out, wrestling now rivals the 
major sports leagues.” 


TV AND CHANNEL MARKETING 
The exposure from TV (Monday Night 
Nitro and Thursday Thunder) gives THQ 
an opportunity to buy media time against 
those shows, which hits at the heart of the 
game player demo. “ГУ spending is some- 
thing that can push a console product from 
500,000 pieces to 800,000 pieces,” noted 
Locke. “That made THQ really bump up 
the TV support for its wrestling titles.” 
For WCW/nWo Revenge, THQ allocat- 
ed multiple millions on TV promotion 
and the title is projected to have sold 
north of 1 million units. According to 
Locke, channel marketing is the next most 
important element to our product launch- 
es for our wrestling titles. The company 
runs ads and/or pre-sell events with all the 
retailers, and collaborates with each 
account on what works best in their spe- 
cific environment. “Because of the demo- 
graphics of the genre, as well as where we 
are in the hardware life cycle, wrestling 
does very well in the mass merchants, 
especially over the full life of the product,” 
THQ also focuses on PR 
events using the wrestling stars and in the 


states Locke. 


consumer magazines. 
‘THQ appears to be in the right place at 
the right time again with the WWF 


license. The wrestling organization has 


done a great job exploiting a little more 
of the “hardcore” aspect of the sport, 
with busty women and just plain more 
raunchiness. It’s translated into TV view- 
ership (i.e, ratings) that has outpaced 
that of WCW. WWF airs on USA 
Networks, and WCW on TBS. What 
THQ has done very well is pick up the 
flavor of the sport that appeals to the 
wrestling fan and weave that into the 
game with enough UI simplicity that the 
moves can be executed with a game pad 
and joystick. That said, it might be hard 
to duplicate the last couple years’ growth 
going into 2000 and beyond. 

THQ will certainly do а good job with 
the WWE license, and EA a great job with 
WCW. But, unless EA sells two-million 
copies of WCW Mayhen, there will only 
be a small improvement over what THQ 


did with the franchise, and that means 


incremental growth for the segment. GW 
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How to Get a Job in the Game Industry 


Big-game job hunting in the new millennium 


By Ed Ochs 


е are all job seekers at one time 
or another, and there are many 
ways to find a job—not just one. 
Not many have the gift of knowing some- 
one, a friend willing to pull them into a 
job in the interactive entertainment 


industry: without a 


perhaps 
resume. Yet having and making contacts 


even 


are a vital part of the overall search, for 
sooner or later, someone—a human 
resources director, manager, recruiter, 
screener or staff—will have to get to 
know you well enough to hire you. 
Though it seems like computers have 
taken over the world, it is still a ‘people 


busin 


, and your ability to get along 
with others—not solely your qualifica- 
tions—is going to make the difference 
between you getting the job or someone 
else. 

Of course, everybody’s different. Some 
beginners, with little real industry experi- 
ence, learn the required skills from a 
friend or parent and then polish them 
through trail and error. Other people 
acquire job-hunting skills from frequent- 
ly having to look for work—for one rea- 
son or another, mostly through no fault of 
their own. Yet others actually have a real 
talent for finding work, and are able to 
leap from job to job without getting their 
shoes wet, as if each new job came to 


them with an open round-trip ticket back 
to their old job or ahead to their next job. 

Whether you’ve arrived at the point in 
your life where you've made a serious 
decision to seek your first job in the game 
industry or, after years of job hopping 
your survival instincts are as finely tuned 
as a Michael Jordan jump-shot, it’s still 
very important to be running at least half 
a step ahead of the crowd. 

If you don’t have a resume, it’s time to 
put one together. If you do have a resume, 
it never hurts to dust it off and keep it up- 
to-date—and in circulation, just in case. 
The interactive entertainment job market 
is a constant carousel; you're either jump- 
ing on or falling off, and you never know 


when the carousel may stop spinning. 
The trick is to stay on the pony for a nice, 
long ride. 

You don’t have to be an expert in the 
stock market to know the 
computer/videogame industry is a hot mar- 
сег for cool jobs. But if you're really serious 
about carving out a career in gaming, take a 
moment to listen to the voices of the indus- 
try collected here; this special section can 
пеір you find that job you're looking for or, 
at the very least, point you in the right 
direction. This could be the ticket; all you 


have to add is the missing ingredient. With 
a nod to Rod Serling and Bill Gates, that’s 
why the signpost on the road ahead reads: 
“Wanted: Serious Players Only.” GJ 


The Importance of Looking at the Big Picture 


By Ed Ochs 


t seems simple enough: Individuals 

are looking for the right job, and 

game companies are looking for the 
right individuals. But there’s a lot more 
to the equation than connecting candi- 
dates and companies. Human resources 
directors, company managers and indus- 
try recruiters have major concerns that 
play a large part in their decision-making 
process, and even if they’re never dis- 
cussed in an interview with a new candi- 
date, job seekers should make themselves 
aware of these ‘Big Picture’ issues when 
sizing up potential companies and pos 


tions, both from their point of view and 


the company’s. 


WHERE THE JOBS ARE 
When looking for a job in the interactive 
entertainment industry, it’s certainly 


important to know where today’s jobs 


are, but it might be even more important 


to know what tomorrow’s jobs are 
today—bettering your chances for land- 
ing a secure position in the videogames 
business. 

As more artists, animators and рго- 
grammers compete for positions, other 
equally important positions remain more 
difficult to fill, and consequently the hir- 


Targeting the jobs that are in demand 


ing opportunities increase dramatically 
for those with the foresight to gauge the 
growth areas and ride in the next wave. 
“While it’s not too difficult to find 
graphics Scott 
Herrington, public relations/marketing 


programmers,” says 


director/webmaster (and all-around nice 
guy) for Shiny 
Entertainment, “finding outstanding AI 


game developer 


^ tool 


programmer: programmers or 


other ‘specialty’ programmers is a real 
pain. That's probably because the graph- 
ic programmers are the ones who usually 
get all the name recognition and ‘fame’ 
(sure, it’s limited to the industry, but it’s 
still some sort of fame). But those other 
guys can make or break a game just as 
easily.” 

“People with 3D skills will be in huge 
demand,” predicts industry analyst David 


Cole of DFC Intelligence. “Also, as tech- 
nology gets better and better and systems 
get more realistic, the demand for great 
artists will get stronger. As a cautionary 
note, people that are good, not great, 


artists will probably struggle more 


because as the processing power increas- 
es it will be easier to tell where someone 
cut corners on art.” 

Barbara Walter of Walter & 
Company, a San Diego-based recruiter 
for the game industry, is asked to fill all 


occupations for her various clients, who 


are both large and small game develop- 
ment/publishing companies throughout 


the “Most of the time they ask for 
game programmers or tools program- 
mers who have at least one published 


game title and at least three years of 


game industry experience 
“Occasionally they waive the “one 
published game title” requirement for a 


specific skill, i.e., network programmer. 


Artists openings are next in demand, 
then producers and managers. I am 
rarely given a search assignment for a 
sound 


game designer/composer or 


administrator.” 


ARE YOU EXPERIENCED? 

In the classic tug-of-war between the 
need for experienced employees vs. 
industry newcomers, game companies 
are looking to hire people who can make 
a difference now vs. later, regardless of 
hours or years logged in the business. 

“Realize that making games is a busi- 
ness,” says Shiny's Herrington. “We, like 
every other company on the planet, are 
out to make money. We look at you [the 
job candidate] as an investment. If I 
invest $80,000 a year in this artist/pro- 
grammer/animator/etc., will that invest- 
ment be profitable for the company? 


Would investing $60,000 in a competing 
artist yield the same quality artwork, 
which would increase our net revenue?” 

Says Monica Malone, HR director for 
Eidos Interactive, “I suppose the main 
concern that I have about today’s job 
market is competition among high-tech 
companies for quality, experienced can- 
didates, not only for the software/hard- 
ware jobs, but also for marketing, 
accounting, sales etc. Everyone wants 
people with experience in their particular 
industry, and I don’t think we are any dif- 
ferent in gaming.” 

Christine Cicchi, a recruiter for 
Sierra, agrees. “Due to the gaming 
industry becoming driven toward new 
technology and becoming increasingly 
competitive, finding qualified and experi- 
enced candidates that answer our long- 
term needs is more difficult than ever 
before. 


“For example,” says Cicchi, “when 


hiring a 3D artist, we tend to focus on a 
candidate who has a well-rounded back- 
ground: 2D illustration/conceptual skills, 
3D modeling/texturing/animation abili- 
ties, gaming experience and/or movie 
experience. This allows us to leap for- 
ward in the gaming market. 

“So when we interview candidates, 


(continued on page 68) 
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Knocking on Doors...Going through the Net 


Technology makes candidates tasks much easier 


by Ed Ochs 


h how the Internet has turned the 

world upside down! The world has 

gone from knocking on doors for 

jobs to clicking on job pages, from paper 

resumes to paperless, from telephone and 

fax to digital transmission. It’s a whole new 
electronic ballgame. 

While the Internet 

name for gold on Wall Street, it has also 


has become another 


become another name for global employ- 
ment hotline on Main Street, as more and 
more game-biz job applicants are making 
first contact with prospective employers via 
email and through industry websites— 
from all over the world. 

“We probably get about 80% of 
'non-recruiter' applicants through the 
Internet,” says Scott Herrington, webmas- 
ter, PR and marketing director for Shiny 
Entertainment. “The Internet has probably 


our 


become one of the more important ways for 
us to find new talent. We receive more ini- 
tial inquiries through the Internet than 


straight phone calls or unsolicited mail. 


“By having our openings posted 24/7 to 
applicants around the world, we greatly 
expand the pool of talent that we can draw 
from. The candidates get to check our 
products 


nd company out before sending 


in their resume, and we’re also able to give 


them more information about the openings 
prior to their submission. They can really 


tailor their resume to meet our needs.” 


“Our website has been key in recruiting 
Dara-Lynn 
Pelechatz, director of recruiting and oper- 
ations for Stainless Steel Studios. “By its 


new personnel" says 
, ) 


nature this a highly technical business with 


very techno: 


savvy personnel. Any game 
company without a significant online pres- 
ence is insane.” 

Like most game companies, Capcom 
uses a variety of recruiting methods such as 
the Internet, newspaper and industry mag- 
azine ads, as well as recruiting booths at 


industry shows. “The number one source 
of quality candidates by far,” says Heather 
Тагру, Capcom’s senior human resources 


rep, “are received from Capcom’s website 


recruiting online address. This is the most 


focused source for experienced program- 
mers, artists, project managers, marketing, 
sales, accounting/finance, etc. candidates 
to inquire about making a big jump within 
the game industry. The Internet also gives 
talented candidates that may not yet have 
been able to break into the industry a 


Applying for a job in the game industry in 
1999 couldn't be easier or faster. With the 
flick of the wrist, applicant resumes are sent 
and company acknowledgment received. 


chance to express their interests." 
“The Internet definitely plays a prima- 
ry role in recruiting for us, 


ays Page 
Morris, HR director for Activision. “We 


receive several hundred resumes a week 


websites will be 


employment 


totally 
revamped, says Rusty Rueff, senior vice pres- 
ident of human resources at Electronic Arts. 
“We have acquired some very cool new tech- 
nology called e-recruiter that will allow you 


to register with EA online. It’s just like hav- 


Game Industry as 


loday, 25 years after the introduc- 
tion of the first game, Pong, the 
interactive entertainment soft- 
ware industry has become a major 
player on America's economic scene. 
According to a 1998 IDSA report, 
"The State of the Entertainment 
Software Industry," the entertainment 
software industry in 1997 directly 
employed nearly 50,000 U.S. workers, 


many in highly skilled positions. 
Another 17,000 were employed 
abroad. 


The average company responding to 
the survey increased its employee base 
in 1997 by more than 1896 from the pre- 
vious two years, with employment grow- 
ing at an annual rate of 26% (compared 
to a 2.596 decrease in employment 
among Fortune 500 companies). 


Employer—a 26% Annual Growth Rate 


1998 Software Industry 
Employee Survey 


1996 


1997 


At the same time, tens of thousands 
of jobs in industries as diverse as retail 
and distribution, electronics manufac- 
turing and the communications and film 


businesses are indirectly tied to interac- 
tive entertainment software. 


Source: IDSA, Coopers & Lybrand 


20% 


INCREASE | 


1998 


Figures for 1998 are not yet available. 


ing a recruiter on your side, except this will 
now be done online. 

“Once you have confidentially registered 
and indicated the job you want, “says Rueff, 
“the system will compare with every job 
opening in EA around the world. If there is 
a match, you will be notified immediately 
then have the chance to 
xosting and let us know if 


online. You wi 
review the job 
you are interested. Assuming there is 


interest on your part, the system will send 


you specific questions about the job. 
People who successfully pass will then 
have their resume electronically delivered 
right to the hiring manager' email inbox 
for further evaluation. 

“We are very excited about e-recruiter, as 
this will be a big part of our recruiting strate- 
gies going forward.” 

“For us,” says Shiny’s Herrington, “using 
the Internet really doesn’t have any draw- 
backs. I can’t think of any person we'd hire 
that doesn’t already have Internet access. 
Maybe if we were looking for traditional 
artists, we might think differently. Without 
the website job board we maintain, I doubt 


that we would have gotten some of the amaz- 
ing talent from overseas that we've been 
lucky enough to hire. 


Online connections may yet replace the 


telephone as the primary vehicle of inquiry, 


but for busy HR directors, websites have 
emerged as a godsend in the form of conve- 
nient one-stops for attracting and screening 
applicants who might otherwise be clogging 
switchboards and papering in-boxes. And 
since space is no concern, there are a million 
and one things companies can include in a 
website. In addition to a company profile 
and products, they can post as much or as 
little information about each open position. 

“We have greatly reduced our cost per 


hire by posting jobs on our website,” s. 


Monica Malone, HR director for Eidos 
Interactive. “We have tried to make it as 
easy as possible for applicants to submit 


resumes 


Applying for a job in the game industry 
in 1999 couldn't be easier or faster. With 
the flick of the wri 


sent 


, applicant resumes are 


and company acknowledgment 
received. From that point on, traditional 
hiring practices take over—no holograms, 
no video interviews—and the telephone 
becomes the next link in the chain that can 
lead to an interview—person to person— 
and hopefully a job. 


For many, it all begins online. GJ 


———————————— 
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Game JOBS 


GameWEEK is celebrating its 5 year 
anniversary with the relaunch of 
GameJOBS—the interactive industry 
source for all your hiring needs. 


Charter Rates Available through the E* Show! 


CPM for 1/4 page ad 
is less 

1/4 Page $500 than 

1/2 Page $1000 


$2000* 


Full Page 


* Employment Only 
All ads must be submitted digitally to qualify for charter rates. 
Production is available at an additional cost. 

* CPM is based on a pass through readership of 5 


To place your HR ad, contact 
Ed Ochs 
Phone: 818.785.5143 
E-mail: edo@gamejobs.com 


Nintendo of America, | 
Redmond, Washingt 


ha lable tor Programmers 


Technicians, Retail Representatives, and Engineers 
|. shear these ther 
at http:// 


.nintendo.com/hq/jobframe.html 


tunity employ 


au aw A 4 
Studio е is a Chicago based software developer that 
specializes in interactive РС and Playstation titles. If 
you are talented and interested in working in a creative 


environment then we are looking for you! 
We have immediate openings for the follawing positions: 


@ 3D Animator/Artist (multiple openings) 
Must he able to animate polygonal meshes іп 3D environments. 
Пето reel must demonstrate abilityte create life like character 
animation. Interest/experience іп games or game development 
a plus. 


ӨЗІ Modeler/Artist ^ (multiple openings) 
Must he able to generate accurate 30 models and texture 
maps from 2d concept sketches. Subject matter varies 
from imaginary creatures ta real world objects. Experience in 
cinema quality and low polygon/real time meshes a plus. 


Studio e offers a competitive salary with an aggressive incentive plan. 
Send resume’ and demo reel/disks 10: 

Studio e Inc. 1920 Highland Ave. Suite 105 

Lombard 11. 60148 

attention Human resources or email inquiries Cernst@studioeinc.com 


ШШЩ 


Join a team that is famous worldwide, that has sold 

millions of games, that pays royalties on every copy 

sold, that has had hundreds of magazine covers and 
that wins awards for every game it does. 


We have just a few positions open: 


Incredible 3D Mathematics prowess 
Very advanced Assembly, C & C++ skills 


Make confidential contact: 
More information at: 


“For business moguls who someday 
want to corner their markets, this 


book is a must-read.” | 
—The Houston Chronicle 


ow did a Japanese company that once manufactured 


“The ‘Bible’ of the interactive gaming industry.” 
—GameWEEK Magazine 


playing cards end up capturing nearly all of 

America’s multi-billion dollar video-game industry in 
the early 79052 What is it about games that feature an obsti- 
nate ape (“Donkey Kong”) and an intrepid little plumber 
(“Super Mario Bros.”) that make them so addictive to con- 
с y e : sumers of all ages? And was it inventive genius or business 
PRESS START TO CONTINUE hardball that enabled Nintendo to gross more after taxes in 
1992 than Apple, IBM, Microsoft or all the major U.S. film 


studios combined? 
Featuring New Chapters 


by Andy Eddy and a 
Photo History of Nintendo 


Now Available In Stores 


“by David Sheff — — 
with New Chapters by Andy Eddy GamePress 


Featuring A Photo History of Nintendo A Division of la CYSERACTIVE 
d 


Book Title Quantity Price Total 


Game Over 1 | $19.95 $19.95 


Shipping & Handling 
Send your check or money order enclosed with your order to: 1-3 Books .... 
GAME PRESS 
ATTN: ORDER PROCESSING 
64 Danbury Road е Wilton, СТ 06897 


PRODUCT TOTAL 


1.5. SHIPPING TOTAL 


4-7 Books .... 


ORDER TOTAL 


All checks may be made payable - 
to GAMEPRESS 


“It Was Calling 


Scott Lahman, vice president of production for Activision 
Studios, describes his pathway from the film Business in 
New York into the game industry. 


By Ed Ochs 


tainment business, which, in the 


Ё up with an eye toward the enter- 
1980s, really seemed (to me, anyway) 
to encompass movies, television and 
publishing. While growing up I spent 
(invested) an enormous amount of time 


and energy playing video and computer 


“I've yet to meet a person in the 
industry, who is successful and talent- 
ed, that isn't passionate about what 
e/she does. That's probably the 
secret ingredient that can push a title 
rom a four-star to a five-star game. 
The sheer passion, drive and determi- 
nation to create something great is at 
the core of every Shiny employee. 
Loving games doesn't hurt either." 
—Scott Herrington, Shiny Entertainment 


“The latest and most important 
‘ool a candidate can have at any level, 
whether being an aspiring artist look- 
ing for a career in the game industry 
or a senior-level artist already in the 
gaming industry, is personal websites. 
What this does for him or her is 
invaluable. Once they are ready to 
send out resumes for an artist posi- 
tion, they will be able to put their web- 
sites address directly on their resume. 
This allows potential employers to 
view samples of their artwork without 
sending out a bulky portfolio. This 
saves both the candidate and the 
company time. With the flood of 
resumes that are submitted for artists 
positions, having this tool puts the 
candidate instantaneously ahead of 
candidates missing this information.” 


—Heather Tarpy, Capcom 


“My style is to actually ‘agent’ the 
candidate and client together, which is 
not always an easy task. | pride 
myself on not finding a job that would 
create job hops, but actually create 
career moves for my candidates. We 
want all placements to be solid.” 

—Pat Bigley, 
Prime Candidates Inc. 


games, and it never really occurred to me 
that there was a possibility of actually 
working in that business. 

When I graduated from college in 
1991, I took a job with a film company, 
Tribeca Productions, in New York City. 
It was a great job, working in a great city, 
for a great company (Tribeca is run by 
Robert De Niro and his partner Jane 


SPECIAL SECTION: Game Quotes 


"Education is pretty important, but 
it's certainly not everything. Real-life 
experience counts for a lot more and 
the way you demonstrate it to us 
often times makes the difference." 


—Rusty Rueff, Electronic Arts 


“Every employee we hire is a mil- 
lion dollar decision, so we take our 
time and make sure it’s the right thing 
for the company and for the candi- 
date. Adding a new person to the 
Stainless Steel team is the responsi- 
bility of the whole company. Our hiring 
process requires a unanimous vote by 
every employee in the company. We 
do this because we're building a 
world class team and we're willing to 
take the time to do it right. Hiring the 
right people is more important than 
our schedule, our office or our equip- 
ment—it's the most important invest- 
ment our company can make." 

—Dara-Lynn Pelechatz, 
Stainless Steel Studios. 


"Things move so fast around here 
that there isn't much time for an 
extended learning curve. | don't know 
about perfect fits, but my recommen- 
dation to my managers is, when in 
doubt, don’t!” 


--Мопіса Malone, 
Eidos Interactive 


"In the final analysis, the most 
important factor is the candidate's 
reputation, what his or her former co- 
workers and bosses say about them. 
Reputation and intuition, i.e., gut feel- 
ing, are what cinch most hires." 


—Barbara Walter, 
Walter & Company 


Rosenthal), and I initially found it very 


exciting. To my surprise, however, 


started to tire of the film industr 


only two years, and I really started to 
question my commitment to pursuing 
further advancement. Jane could tell that 
my tank was empty, and we agreed it was 
time for me to move on. 


Fortunately, this was 1993, and 


"We try and get the perfect fit, but 
we're also proactive on internship 
candidates." 


— Christine Cicchi, Sierra 


“Our industry is always hiring in all 
areas of the country, so if you’re will- 
ing to relocate, you should have a 
job within two months—assuming 
you've done good work in your cur- 
rent position.” 


—Paul Trowe, Gremlin Entertainment 


“Our location in Charlottesville, 
Virginia provides us with qualified peo- 
ple from the University of Virginia. The 
area itself is also fairly high-tech. 
When we have a job opening, we 
post it internally to see if any employ- 
ees are interested in the position or 
know someone who might be. We 
promote from within whenever possi- 
ble and rely heavily on employee refer- 
rals. If we do not find a qualified pool 
of candidates after the posting, we 
advertise, primarily on the Internet. 
We sometimes use recruiters when 
seeking hard-to-find skills. When it is 
necessary to hire someone experi- 
enced in the game industry, we have 
difficulty finding people who are willing 
to leave large computer game centers 
such as Northern California to come 
to Virginia.” 

—Martha Cooper, Kesmai Corporation 


“Programmers with a tan frighten 
us! When do they have the time to go 
sit in the sun? We want "ет pale, out 
of shape, and with the thickest glass- 
es known to man!” 

—Scott Herrington, 
Shiny Entertainment 


“Siliwood” stories were ever 


here. 
Everybody was starting interactive com- 
panies and divisions, and all of this press 
coverage had rekindled my passion for 
games and planted the seed of a possible 


career change. During my last wee 
Tribec 
of doing, and I told her that “interactive 


s at 


ane asked what I was thinking 


entertainment is calling my name.” Her 


response—“let’s create Tribeca 


Interactive.” I ended up staying and 
working with a small group she had 
assembled to tap into this burgeoning 


industry. 


When I graduated 
from college in 1991, 
I took a job with a film 

company, Tribeca 
Productions, in New 
York City. lt was a 
great job, working 
їп a great city, for a 
great company... 


We spent six months getting to know 
the players, traveling to shows, announc- 
ing our presence, signing up the team 
and getting everything set. 

And then, I met Bobby Kotick. 

Bobby was taking Activision through 
the second stage of his plan, and when he 
told me what he was thinking, I knew I 
had to be a part of it. Fortunately, Bobby 
was not limiting his hiring to those with 
a lot of game industry experience, and he 


was particularly interested in those who 


had movie development experience. He 
introduced me to Alan Gershenfeld, VP 
of Activision Studios, who made me an 
offer. Because І had been a big fan of 


nfocom and Activision, and because I 


yelieved in Activision name and her- 
itage, I accepted the offer and conveyed 
the news to my colleagues at Tribeca. I 
moved to L.A. knowing it would a wild 
ride—and wild it has been. GJ 
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Turbine Entertainment Software is seeking talented people to help develop the world's best massively multi-player 3D online 
games. We are working with top publishers, including Microsoft and Sega of America, creating "Asheron’s Call" for the MSN Gaming 
Zone and a groundbreaking game for Sega’s Dreamcast, as well as future products for other top PC/console publishers. 


Founded in 1994 by serious computer gamers, Turbine has held true to a vision of building The Game You Always Wanted To 
Play, while maintaining The Environment You've Always Wanted To Work In.We're a company that believes in working really hard and 
having fun while doing it. 


We are located on the high-tech Route 128 corridor in the Boston area. 


3D GRAPHICS ENGINEER 

* Position: Design and code cutting-edge hardware-accelerated graphics 
engines for both PC and console platforms. 

* Requirements: Strong C background, hardware architectures & code opti- 
mization techniques, experience writing for Direct3D and/or other 3D APIs. 
* Some C++ and Assembly experience 

* Pluses: Strong C++ background, Intel/RISC Assembly, linear algebra expe- 
rience, and console programming experience. Must be comfortable working 
in a team-based setting. 


BOX GRPAPP 


PRODUCER 

* Position: Manage development of one of our next AAA multiplayer game titles. 
* Requirements: Must posses excellent skills in communication and organi- 
zation, and in the time-management of others. Should work well in collabo- 
rative team-based structures, and have an eye for detail. Game industry expe- 


rience is essential, avid multiplay 


gamers preferred. Must have proven 


yourself capable of shipping quality products on-time and on-budget 


BOX PRJAPP 


TOOLS PROGRAMMER 
* Position: Create content creation tools that assist in the use of our game 
engine. 

sponsibilities will include: designing of useful tools, design and pro- 


gramming of user interfaces, database tools, and helping define the low-level 


engine architecture and APIs. Person will be working with content teams and 


should be open to receiving "user feedback" on how to improve the tools and 
be willing to provide internal support for their use. 

* Requirements: Strong C++/OOP skills, strong software engineering skills, 
and familiarity with UI design 

* Pluses: Win32 GUI programming and 3D geometry background 


BOX TPAPP 


GEOMETRY ENGINEER 
* Position: Work on cutting-edge real-time graphics engines. 
* Requirements: Must have strong С++ and computational geometry back- 
ground, interest and knowledge about real-time graphics engines, physics 
simulation, visibility culling algorithms, and other state of the art graphics 
techniques 

BOX GEAPP 


Our benefits include: medical, denta 


USER - INTERFACE ARTIST 

* Position: Build complex and dynamic user interfaces for AAA game titles. 
* Requirements: Must posses excellent 2D and 3D design skills, fluency 
in latest computer design packages and practices, and an understanding 
of visual communication principles. Must have experience building user 
interfaces, preferably for games. Applications must include portfolio or 
demo reel. 

* Pluses: 3D modeling and texturing experience are a plus, but not a require- 
ment. Industry experience a strong plus. 


BOX UIAAPP 


LEVEL DESIGNER / LANDSCAPE BUILDER 

* Position: Experienced level designer needed to design and create land- 
scapes, levels, and buildings for a real time 3D environment. 
Responsibilities will include working closely with game designers and art 
teams to determine design goals and look and feel. 

* Requirements: Must have previous level-design experience, excellent low- 
polygon modeling skills, and familiarity with latest graphic tools. Must be 
able to learn proprietary tools quickly and work with a complex pipeline. 
Must be comfortable working in a team-based environment in addition to 
following art direction. Applications must be accompanied by portfolio or 
demo reel. 

* Pluses: Architectural experience and Industry experience on quality titles 
a strong plus. 


BOX LDLAPP 


. 401(K), incentive stock options. 


Send resume, salary history, and portfolio if applicable to: hr@TurbineGames.com or fax to HR at 781-329-5463. 
www.TurbineJobs.com. 
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Build a resume that outlines the skills, 
abilities and qualities you feel your 
potential employer needs to know about 
you. Direct your resume to the position 
you're applying for and why you are per- 
ch 


resume you send out to the company to 


fect for the job. Custom-tailor 


which you are sending it and the job you 
are seeking. If you're responding via 
email, always send your resume with a job 
code on it. Send non-returnable samples 


of your work to ‘illustrate’ your resume. 


Remember to spell check your resume. 


Compose a cover letter with your 

current goals and how they would 
best fit in our industry. Be specific. 
Product knowledge is always a great 
attribute. So is a brief cover letter. 


From the very first phone call to the 
last interview, show you're "excited 
about working for us” and “have lots of 
energy." HR personnel look for people 
“who will take work and success of the 


company seriously." 


4 First interview musts—all the usual: 
“promptness, neatness, clarity, cour- 
tesy and a good handshake." On truthful- 
ness: “Just tell me the truth about bad work 
experiences and negative aspects about a 
previous job. ГЇЇ find out anyway." Extra 
credit: “People who have done a little 
research about our company or the posi- 
Чоп get some brownie points." Second 
interview: “I expect the candidate to have 


well thought-out questions about the posi- 


tion and/or the company, and a continued 
enthusiasm about the position." 


Be aware of the intangibles your 
potential employer is looking for 
“between the lines" that may impact their 


hiring decision. For example: How long 
has the candidate been at each position? 
This reflects a level of dedication. Also a 


jig plus: An education. 


If you use a company's website to 
make initial contact, make sure you 
Fulfill all the online requirements before 
you submit your resume or it may never 


eave your computer. It doesn't hurt to 


follow up with a ‘hard copy’ of your 
resume, cover letter and non-returnable 


samples of your work. Studying a compa 


ny’s website is a great way to research a 


companys history and products. 


Express your ability to work well 

with others and your desire to be part 
of a team. *Our artists are equally adept at 
creating characters and worlds on their 
own, or taking another person’s ideas and 
transforming them into reality. Not every- 
one gets to play art/creative director. 
That's a quality we look for in every artist 


we interview." 


If you're an artist seeking a job with a 
developer, you can speed up the 
process by identifying your strengths: Is 
your strength in animation, graphical 
interface, 3D modeling, texture mapping, 


etc.? Always submit a copy of a non-return 


Continued from page 62 


portfolio with your resume, showing a 
variety of your work. Make sure your 
demo reel looks as good as or better than 
the work the company to which you're 
applying is already doing. “Look at some 
of the online a 


tists sites/resumes and com- 


pany websites for examples of digital art. 
When 


comparing, be as objective as possible: 


Compare it to your own work. 


Would you hire yourself or the other guy?” 
The preferred format is VHS tape, but tra- 
ditional paper portfolios or websites pre- 
views also work. For programmers, a URL 
site with some viewable sample code can 
be helpful. Also indicate what program- 
ming languages you know best (you should 
be able to demonstrate a proficiency with 


C++) and systems you have experience on. 


Sure, it helps to have work experience 
9 in the game industry, but don't get dis- 
couraged about applying for a job—it's not 
a must for all positions. (But if you don’t 
have experience, at least have a personality.) 
Ask about internships. By the same token, 
industry veterans shouldn't disqualify 
themselves because they feel the accent is 
totally on youth. Many companies, espe- 
cially those with small staffs, simply don’t 


have the time or resources to train people. 


Don't bug HR people with 
1 “repeated phone calls." Often 
heard: “If I returned every phone call from 
every applicant and every recruiter, I 
would never have time to do anything else. 
Sorry!" 


th 


Get the me 
by being a pest, not after. GJ 


е before you blow 


The Importance of Looking at the Big Picture 


they must meet our high expectations. 
Finding these high level candidates is 
tough. And retaining them is even more 
difficult. [That's why] as an employee, the 
ability to move up in the company and 


increase career expectations is amazing.” 


WINNING REQUIRES TEAMWORK 
“Stainless Steel Studios is incredibly 
dedicated to teamwork,” says Dara-Lynn 
Pelechatz, director of recruiting and 
operations. “Candidates need to be good 
at working in teams and be proficient at 


peer-to-peer interaction and supporting 
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one another. That commitment comes 
out in our employees’ willingness to 
work long hours and put the needs of the 


team above their own intere 


It isn’t always about just filling a posi- 


tion, says Shiny’ Herrington. "They've 


got to be technically good just to get a foot 
in the door for an interview, but their per- 
sonality needs to mesh well with the oth- 
ers. Let's face it, Ше too short to spend 8 
to 18 hours a day at work sitting next to 
somebody you can’t stand. Finding quali- 
fied people with a proven track record 
who can get along well with others is 


probably the toughest thing to find.” 
“T think the successful ones at EA are 


those who ‘click’ in a team environment,” 
says Rusty Rueff, senior VP of human 
resources at Electronic Arts. “Creating 
the next interactive experience is a total 
team effort, and we need smart people 
who are good team players. Part of this is 
having good communication skills and 
interpersonal skills, in addition to great 
technical or artistic talent. 

"I suppose one of our biggest concerns 
is finding these kinds of people in a tight 
candidate-driven market. If you are out 


Most Active 


Industry Job 
Categories 


Software Engineer 
Technical Engineer 
Producer 
Developer 

Art Director 


Artist/Animator 
(graphic/3D/ 
modeler/texture) 


Game Designer 
Graphics Programmer 


Game Programmer 
Creative Director 
Project Manager 
Layout Designer 
Quality Assurance 
Manager 

NT Systems 
Administrator 
Production Assistant 
Creative Assistant 
Sales Director 
Retail Rep 
Marketing Manager 
Account Manager 
Web Designer 
Online Editor 
Game Tester 


.gamejobs.com 


GAMEJOBS 


Incredible opportunities 
available in the majestic West 
for game programmers. 


he Intermountain region is quickly becoming a software 
development capitol, while offering a beautiful environment 


to live, play, work and raise a family. 


| Lund, Falkner & Brown represents global game software producers. 
| We specialize in relocating game programming talent to the western 
states. Currently, we are recruiting for an international entertain- 
ment software company who leads the industry in leading edge 
technology and innovative products. 


Preferred skills: C, C++, MFC, Assembly, Console experience 


Offering competitive salaries, excellent benefits, 
pro-employee work environment, royalties and so much more. 
4505 Wasatch Blvd., Suite 100 * Salt Lake City, Utah 84124 
Toll Free: 877-FALKNER + Fax: 801-277-9442 * jobs@lfb.com 


www.lfb.com * www.jobsearchconnection.com 


LUND, FALKNER & BROWN « 


Information Technology Consultants 


RECRUITING SERVICES 


& COMPANY 


Game Industry Recruiter 


Barbara Walter, CPC 


РОВ 500707 San Diego, CA 92150-0707 
760.745.4100 walterco@adnc.com 


www.sandiego-online.com/forums/careers 


wuw.gamedaily.com 


Are you seeking a new challenge in Marketing or Sales? 
Do you want to work in a fast paced, fast growing, 
fun toy company in the Los Angeles area? 

Then stop by our booth #7255, take a look at our products, 
and drop off your resume for immediate consideration!!! 
We have several exciting opportunities available in both 
Sales and Marketing. Competitive salaries and benefits! 


See you there! 
And if you can’t make it, mail, fax or email 
your resume to MGA Entertainment, 
16730 Schoenborn St., North Hills, CA 91343 
or fax: 818/894-1815 or email to mctiffany@mgae.com 
Attn.: MC Tiffany 


MEDIA GROUP, 


— 


CyberActive is growing... 


and we're looking to fill the following positions: 
Regional Ad Manager/SF Bay Area 
(Call 650.340.4403) 
Web Advertising Sales/New England Office 
(Call 203.761.6151) 

Web Writer/Journalist/New England Office 
(Call 203.761.6151) 
Marketing Coordinator/SF Bay Area 
(Call 203.761.6186) 

Inside Sales Rep/SF Bay Area 
(Call 650.340.4403) 


Interested applicants should submit their resumes via fax to 


203.761.6184 
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YOUR COMPLETE VIDEO GAME SOURCE! 


SUPPLYING THE VIDEO STORE INDUSTRY 

FOR OVER 9 YEARS - EXPORT SPECIALIST 

v Competitive Pricing wv Sony station 

v Non-Stop Service v Nintendo 64 

v Free P.O.P. Assortment > Dreamcast 

v New Releases v Sega Saturn 

v Closeouts v SNES/Genesis 

v Hardware/Accessories i Color GameBoy 

v Expert Game Advice v Jaguar/Lynx/Sega CD | 


THAT'S WHERE!!! 


N-64+PSX+ ACCESSORIES 
We also offer resurfacing 
for Compact Discs - Any Format 


(800) 421-4263 
(228) 415-3162 FAX 


Z-BEST Y 
AUDIO – VIDEO, INC. ou >” 


-m 


223 East 9th Stree 
Z-Best Audio & Video 
WHERE YOU CAN FIND 
PSX е N64 е SNES 
Gameboy + Accessories 
at the best prices in town. 


We specialize in hard to find games. 
We buy used games. 
Give us a call toll free at 
T(888) 777-9230 е P(213) 627-1236 
F(213) 627-3381 


Visit us at E 


Booth $7042 E 
No = 


FREE RESURFACING PROGRAM * FREE GAME INSTRUCTION PROGRAM 
(800) 923-2453 Fax > (954) 455-8515 
Email: eaglegame@aol.com | 


[с=с uy 
We accept Mastercard & VISA ЫЙБА, 


PUBLICATIONS 


EASY $$$ 


Double Profits on Every Game Rental y 
Introducing A DISTRIBUTOR OF N 


Pinnacle Infotainment’s 


(800) 431-GAME (4263) 


The Daily Business Insider for Interactive Entertainment 


| Nintendo 64 Starter Package | 


News + ron . dion ЕВЕЕ 16 Games $400 | 
арқаны ыша Catalo. BRE Software 
FREE TRIAL SUBSCRIPTIONS M Ss IU DOT Me de | 


VIA EMAIL OR FAX FAX (559) 432.2599 ] FAXBACK System (559) 432-2644 


E-Mail: wholesale @ bresoftware.com 


Call: (800) 800-5474 or (914) 328-9157 
L Online Ordering Now Available | 


ext. 3210 + email: jhartford@ phillips.com 


Call 800-776-1605 


Pinnacle Infotainment 


| L http://www.progame.com VN 


POKEM( DN STAR 


Starter Pre-paid Toll Free ШТ. 
са Video Game Hints and Tips 
| Package | Phone Cards 
PlayStation 25 Games $375 PlayStation * High margins of profit е Easy to sell 
H * Available in 5 or 10 minute cards 
PlayStation Games $1 0 * Quality hints and tips for hundreds of games 


to order today 


CALL 203.761.6163 TO ADVERTISE IN GAMEWEEK 


ES Setup 


So. | e 


20 DA V SATISFACTION En — И. YOUR CASH BACK! 
Order games wholesale Online: Www.unitedgame.com 


ЛТ ; VIDEO GAMES Y GAMES С ACCESSORIES) 
UNITED GAMESOURCE | ayStation кемем NINTENDOO* 


THE MOST 
FAST, EASY, 
INEXPENSIVE 
& EFFECTIVE 
MACHINE YET! 


== 


Play With an Unfair Advantage! | 


GameTrace 
POS software that buys, sells & rents games 


* Inventory and Pricing Controls 

* Used Game Trading 

* Customized Instructions & Coupons 
e System Security 


Call 1-800-669-4827 
UNIQUE 


Business Systems 
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GAME DISTRIBUTORS 


| attention 
{ 


= Stop Tearing 
Up Your Cash! 


Top Selling PC Games 
+ 


Best Prices 
Latest Releases 
+ 


Best Service 


If You're Looking For 
Higher Margins, Start selling 
PC-GAMES 


There's only 


ONE SOURCE 
That Has It All 


COMPUZtPzitT 


TEL: 949-367-1090 
WWW.COMPUEXPERT.COM 


Action Sofrware Inc. 


r ah d iS YOUR ONE STOP FOR 
ALL OF YOUR CD-ROM NEEDS. 


We tthe best selection, best prices and 
the fastest services. Call for updated weekly special. 


PC GAMES + REFERENCE + CHILDREN’S е ADULT 


Check out our fantastic prices and titles at 
www.dction.com 
For your adult DVD needs check out 
www.dction-dvd.com 


Action Software Inc. 
440.942.9091 


REACH PROFESSIONALS - ADVERTISE IN GAMEWEEK 


RETAIL SERVICES 


220V $999.00 | NOVA 
Ligh ht, compart, Fu 


RELINES, RESURFACES and REPAIRS: 
kind of scratches. 


FAST AND ECONOMICAL 


Maintenance: .12¢ to .20¢ per Disc. 
Inexpensive supplies. 
100% CHEMICAL FREE: 
No harmful chemicals or 
hazardous fumes. 


PATENT IN FILE INTERNATIONALLY 


CALL TO ORDER NOW! 
Main 818-908-9904 
Fax 818-908-9905 
e.mail us at 
gametech @ pacbell.net 


Dr e 
IN EUROPE 


STOP LOSING REVENUE ON SCRATCHED D. 5С5! 
STOP PAYING TIME AND MONEY FOR R RS 


'OMPACT DISC FORMATS: 
DVD and Video Games. 


Most repairs are completed in 2-3 minutes. 


—À- 
MARS" 
PUBLISHING 


6404 Wilshire Blvd. #1200 
Los Angeles, CA 90048 
www.marspub.com 


VISIT US AT E3! 


WRITERS WELCOME 
Bring Your Portfolios. 


1-800-549-6646 


Documentation services 


for Software Publishers and Developers. We create it, print it, and ship it- 


PUBLIC RELATIONS / MARKETING 


TREA 
We provide specialty | public ec industry, 
including PC and console games and beyond. Whether you need a press release or product launch, 
KMorrisPR can provide it on time and with an extremely cost-effective budget. 


IF YOUR PRODUCTS NEED ТО BE SEEN, WE CAN MAKE IT HAPPEN IN: 


Consumer Gamer Pubs * Industry Trade Pubs * Online Sites + Newspapers * Consumer Magazines 
Freelance Public Relations 


Ей hup://www.kmorrispr.com Bl www.kmorrispr.com 27 info@kmorrispr.com Il 


LS m. m. € 


OUR LEARNING CURVE 


Use our close contacts with the national news media and our 
10-years of experience with interactive games to create the 
BUZZ you need to drive bigger sales and profits. 


Call us! We are the PR and Marketing Pros for the interactive industry. 
Phone: 818.343.6365, or via e-mail: abrams@pacbell.net 


ABRAMS] CHE SERVICES 


www.abrams-creative.com 


w-——MÀt с 
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МЕ 


Market Tracking Reports 


Top 25 Best Selling 


Videogame Titles 


Ranked on Units Sold April 4-10, 1999 


LAST AVERAGE 
MONTH ВАМК TITLE PLATFORM PUBLISHER RETAIL PRICE 
hyenas „Need for Speed: High Stakes ......PlayStation...........Electronic Arts ......................$41 
„Pokemon Red Game Boy Nintendo of America ..............$29 
„Pokemon Blue... „Game Boy .. intendo of America .. 29 
Triple Play 2000 ...... «PlayStation... „Electronic Arts . 
Syphon Filter................ PlayStation ..........989 Studios ...... 41 
„Mario Рапу................................Мїїепйо 64........Nintendo of America .............. 550 
„MLB 2000 eee PlayStation 989 Studios ... $41 
: „Army Men 3D ............................ PlayStation he 300 Company .. 841 
Ө „Beetle Adventure ........... „Nintendo 64........Electronic Arts т 50 
10.. . Legend of Legaia ... PlayStation ..........Sony Computer Ent. ...... 41 
ШЕТ ..GoldenEye 007 . Nintendo 64 ........Nintendo of America .. 40 
125 «Silent Hill ....... „Konami of America 46 
18% ... Hasbro Interactive 20 
ү. соны nd star HO Lys „ФАТ 
15 ..............Тотр Raider 2 . 7 ....PlayStation..........Eidos Interactive .. 
16... „Namco Museum Vol. 1. .. PlayStation Namco i 
ШТАТ „Legend of Zelda: OoT ................Nintendo 64 ........Nintendo of America 
„Namco Museum Vol. 3 . ... PlayStation ..........Namoo .. 


....PlayStation......... Sony Computer Ent. .. 
„PlayStation ..........Sony Computer Ent. 
...Game Boy Color ..Nintendo of America ..... 
„PlayStation ..........Sony Computer Ent 
„Nintendo 64 ........Acclaim Entertainment 
«PlayStation „Ubi Soft ... 
....Nintendo 64....... 


„Gran Turismo Racing .... 


..Zelda: Links Awakening 
Spyro the Dragon .............. 
«All Star Baseball 2000........ 


“Мо! in Top 25 Last Month 
Source: NPD TRSTS Video Games Service e 516.625.2345 


Elements of Favorite Games 


Q: Please rate your favorite PC game for the following elements. 
Rate each as to how much it contributes to making this game your favorite. 


6% 66% 60% рр 


% Saying 8-9-10 on 10 point scale 


The top ranke attribute to a respondent's favorite game was the fact that it was challenging 
(83% mention). Graphics were second in importance with a 77% mention. 


The above information was taken from the Gaming 2001 Report, a multi-client study of consumers that focuses on the future of 
the gaming market developed and performed by Fairfield Research. The Gaming 2001 Report is sponsored by GameWEEK 
Magazine and CIBC Oppenheimer, and was developed with input from the key companies who develop or manufacture game 
hardware and software. For more information regarding the Gaming 2001 Report, contact Fairfield Research, Inc., 5815 South 
58th, Lincoln, NE 68516, 402.441.3370, www.cybersurvey.com. 


Top 10 Portable Software Titles 


April 4-10, 1999 


Ranked on Units Sold 


LAST AVERAGE 
MONTH RANK PLATFORM TITLE PUBLISHER RETAIL PRICE 
1 "Pokemon Red.................. Game Boy ................ Nintendo of America .............. 29 
2 „Pokemon Blue .... Game Boy ................ Nintendo of America ..............$29 
3 sss Zelda: Links Awakening ..Game Boy Color........Nintendo of America .$29 
4 „Wario Land 2 ..................Game Boy Color........Nintendo of America $30 
5 ANBUgs Life: unuon „Game Boy Color........ THQ ....... 30 
Bosna ...Game € Watch Gallery 2..Game Boy Color....... Nintendo of America 30 
T uses FIOgger ..........................бате Boy Color......... Majesco Sales ......................$28 
8 ................Теітіѕ Deluxe ... Game Boy Color ........Nintendo of America ..............$30 
9................Ватраде World Tour........Game Boy Color........Midway Home Ent. ................$30 
105 ....Donkey Kong Land 2 ......бате Boy ................ Nintendo of America ..............$20 


Source: NPD TRSTS Video Games Service • 516.625.2345 


Top 10 Best Selling 


PlayStation Titles 


Ranked on Units Sold 


THIS 


MONTH TITLE 


April 4-10, 1999 


Triple Play 2000 
„Syphon Filter. 
„MLB 2000 .... 
Army Men 30 .. 


Rugrats .......... 


...Legend of Legaia ........... 
EE sp" 


Tomb Raider 2 ............... 


„Need for Speed: High Stakes Electronic Arts .. 


AVERAGE 

PUBLISHER RETAIL PRICE 
$41 

Electronic Arts ....... 24541 
989 Studios $41 
989 Studios.......... $41 

.... The 300 Company $41 
«болу Computer Ent. ......................Ф41 
„Konami of Атепїса........................$46 


Кс м AAA 


Hasbro Interactive ....................... 


Source: NPD TRSTS Video Games Service ө 516.625.2345 


Top 10 Best Selling 
Nintendo 64 Titles 


Ranked on Units Sold 


»aEldos:lRnteractiVa. recon 


41 
20 


April 4-10, 1999 


THIS AVERAGE 
MONTH TITLE PUBLISHER RETAIL PRICE 
A Майо РЕЙ AAA Nintendo of Атегіса................... 50 
2 ess Beetle Adventure................. Electronic Arts .......... 50 
D атанамын GoldenEye 007 ................. „Nintendo of America.......................B40 
4 „Legend of Zelda: 007 .......... Nintendo of America......................B60 
5 „АП Star Baseball 2000..........Acclaim Entertainment ..................$62 
6 «Vigilante 8 VAGUUISIDER нанына o) 
¡AAA Triple Play 2000 . A. 10 
8 .. Super Mario 64.................... Nintendo of America...................... 40 
9 WCW/nWo Revenge .......... S TM seta B Калдан 50 
10. „Mario Kart 64 ...................... Nintendo of Атегпїса......................$40 


Source: NPD TRSTS Video Games Service e 516.625.2345 


MINPD 


баст, IN 


PlayStation - 
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Тор 10 Best Selling 


Videogame Titles 


Based on Items introduced in 1999 Only 
Ranked on Units Sold 


RANK TITLE PLATFORM 


April 4-10, 1999 


Need for Speed: H.S. PlayStation 


Triple Play 2000 PlayStation 
Syphon Filter PlayStation 
„Mario Party Nintendo 64 
MLB 2000 е PlayStation 
„Army Men 3D PlayStation 
-Beetle Adventure Nintendo 64 
Legend of Legaia PlayStation 
Silent Hill PlayStation 


All Star Baseball 2000 ....Nintendo 64 


NPD TRSTS Video Games Service ө 516.6. 


Top 10 Best Selling 


Videogame Accessories 
Ranked on Dollars Sold 


AVG. 

RELEASE RETAIL 

PUBLISHER DATE PRICE 
Electronic Arts Mar '99 41 
Electronic Arts Mar 99 $41 
989 Sudios Feb 99 ..... $41 
Nintendo of America......Feb '99 „$50 
989 Sudios Mar '99 41 
The 3DO Company Mar '99 $41 
Electronic Arts ‚Маг '99 $50 
..Sony Computer Ent Mar 99 41 
Konami of America........Feb '99 ............$46 
Acclaim Entertainment ..Apr 99 ............$62 


April 4-10, 1999 


AVG. 
RETAIL 
RANK TITLE PLATFORM PUBLISHER PRICE 
1 „Game Shark ................... PlayStation Interact Accesories 49 
2 Game Shark Nintendo 64 Interact Accesories $49 
3 ..Dual Shock Controller PlayStation Sony Computer Ent 30 
4 Mem. Expansion Pack......Nintendo 64 Nintendo of America 30 
5 Memory Card PlayStation Sony Computer Ent $15 
6 RFU Adapter PlayStation Interact Accesories $13 
7 RF Adapter 2 PlayStation. Sony Computer Ent 15 
8 Blue Dual Sh. Control PlayStation. Sony Computer Ent. 30 
9 RFU Adapter Nintendo 64..........Interact Accesories 13 
10 Memory Card Value Pack PlayStation. Interact Accesories 13 
Source: NPD TRSTS Video Games Se 


Top 10 Best Selling 


Videogame Accessories 


Based on Items introduced in 1999 Only 
Ranked on Units Sold 


April 4-10, 1999 


AVG. 

RETAIL 

RANK TITLE PLATFORM PUBLISHER PRICE 
1 RFU Adapter +... PlayStation. Interact Accessories $13 
2.......Метогу Сага... PlayStation............ Sony Computer Ent. .......... 15 
3 Memory Card Value Pack PlayStation Interact Accessories 13 
4 RF Adapter 2 «PlayStation. Sony Computer Ent. 15 
5 RFU Adapter Nintendo 64 Interact Accessories $13 
6 Dual Shock Controller PlayStation Sony Computer Ent $30 
7 Controller .............. PlayStation Sony Computer Ent 15 
8 Memory Card 15X. PlayStation. ....Mad Catz 12 
9 Mem. Expansion Pack ......Nintendo 64 Nintendo of America 30 
10 Controller Memory PAK ....Nintendo 64 Nintendo of America 12 


Source: NPD 


TRSTS Video Games Service • 516.625. 


.gamedaily.com 


MEWEEK RESEARCH 


Size of Gaming Market 
Number of Households 


58.2 Million 


44.9 Million 


Play Games 
49.5 Million SAU вв 9.8 Million 
21.4 Million 
9.8 Million 
PC Videogame Online Game 
Households Households Households 


* As of September 1998, there were 58.2 million US households with a PC. Of these, 45.5 million play 
games on the PC and 11.9 million do not use the PC for game playing 


* As of September, 44.9 million US households owned a video game console system. Of these 21.4 
million owned 32/64 bit systems and 23.5 million owned only an 8 or 16 bit console. 


* There are currently 9.8 million households that report playing games online. 


The above information was taken from the Gaming 2001 Report, a multi-client study of consumers that focuses on the future of 
the gaming market developed and performed by Fairfield Research. The Gaming 2001 Report is sponsored by GameWEEK 
Magazine and CIBC Oppenheimer, and was developed with input from the key companies who develop or manufacture game 
hardware and software. For more information regarding the Gaming 2001 Report, contact Fairfield Research, Inc., 5815 South 
58th, Lincoln, МЕ 68516, 402.441.3370, www.cybersurvey.com 


Based on Dollars Sold 
April 4-10, 1999 


RANK PUBLISHER 
Таа а TE c d Nintendo of America 

„SONY 
Ec E E қсы Mine E Electronic Arts 
Амери me tn RNV ининин Наг Interact Accessories 
TD Ve E Midway Home Entertainment 
Өз алан Ота а тон EU ee PETEBAT STET IE Еті Acclaim 


Konami of America 
... Activision 


куйы Majesco Sales 
.LucasArts Entertainment 
.Crave Entertainment 
.. Accolade 
„ӨТ Interactive 


‹о со -ч O0 сл > сого 


ре] 
© 


“Includes all Categories (Hardware, Software, Accessories) 
Source: NPD TRSTS Video Games Service e 516.625.2345 
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MEWEEK RESEARCH 


Stock Index 


Publishers/Manufacturers 


52-WEEK 4/16/99 4/23/99 % CHANGE % CHANGE 
TICKER COMPANY CLOSE CLOSE ІМ PERIOD 


3D Labs Inc Ltd . 


Adrenalin Interactive Inc New .. 
Advanced Micro Devices Inc 

Apple Computer .... 
Brilliant Digital Enmt Inc... 


.122.5796 
.79% 
3.85% 


Metrowerks Corporation A 5 m m an gie 48: > A E > 10.08% 
„МЕТОЗОЙ ................. Е К © ааВВ "m Sed o 
....Midway x ү 4 2 
„Piranha Interactiv 


Sound Source Interactive Inc . 
Stb Systems 
„Таке Two 
THQ 
ThrustMaster 
Viacom 
Voxware Inc.. 


P/E 
RATIO 


4/16/99 
CLOSE 


4/23/99 
CLOSE 


% CHANGE 
IN PERIOD 


% CHANGE 
IN YEAR 


52-WEEK 52-И/ЕЕК 
HIGH LOW 


10.59% . 


.1.55% 
42.86% 


..37.00 

Tops Appliance ....0.93 
«o WER US cesses 13.62 
Walmart 24.06 


Source: Nordby International, Inc. (nordby.com), Boulder, CO. This information is based on sources believed to be reliable, and while 
extensive efforts are made to assure its accuracy, no guarantees can be made. Nordby International assumes no liability for any 
inaccuracies. For information on Nordby's customized financial research services, call 303.938.1877. 


Visit www.gamedaily.com for the 


latest information and stock index quotes. 


Index Comparisons 


3500 


3000 


2500 


2000 


1500 


8 8/9! ee 
EE] GameWEEK Publisher’s Index | | NASDAQ Composite 


1 


ЕЙ GameWEEK Composite Index БӘЙ GameWEEK Ret./Dist. Index 


Summary of Results 
Advances: 34 Declines: 34 Unchanged: 5 


GAINERS % CHANGE 
Expert Software ........ 17.46% 
IBM «7.2496 
Adrenalin Interactive Inc New 1.1.22... 17.0296 
Viacom 14.4096 
eBay Inc ............. «18.7196 
LOSERS % CHANGE 
Diamond Multimedia 31.03% 
Sound Source Interactive Inc 718.7596 
Good Guys 18.3396 
ШӨ СӨ MAGIC: санадан а ED CORN WR OUR KO ds 12.0496 
Cno IAG азасы ME -11.37% 
INDEX COMPARISONS 4/16/99 4/23/99 NET CHANGE % CHANGE 
GameDaily 

Composite Index 1940.88 2047.90 107.02 8.981 
GameDaily 

Publishers Index ........1843.21 1937.00........93.79 5.09 
GameDaily 

Retailers/Distributors ..2898.66......3096.84 ......198.18..........6.84 
NASDAQ 

Composite «.2484.04......2590.69 ......106.65..........4.29 
Dow Jones 

Industrial Average ...... 10493.89 ..10689.67 ......195.78 1.87 
S&P 500 

Stock Index 1318.77... 1356,B0.......:88.08. arc 2 BS 
Russel 2000 «421.58 ........431.73........10.15 2.41 
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ЕК REs 


Reader Information 


VIDTRAC’S 
Top 25 


EA Sports... 
989 Studios 
.......Legend Of Zelda: Ocarina Of Time .... 
г Тпріе Play 2000 Б 
-WCOW/NWO Thunder ..................... 
...All Star Baseball 2000. 
„GoldenEye 007 ........... 
Rampage 2: Universal Tour........... ё 
Star Wars: Rogue Squadron .... 
all UO A 90805 OF EVIT аага: 


Midway ..... 


19 ......N64 ..... 

20 ......N64 „Battle Tanx ...3D0 Games 
21 ......N64 WWF: Warzone .. 

22 ......PSX. „Rampage 2: Universal Tour Midway 

23 ......PSX ...Metal Gear Solid -.Копаті 

24 N64 Castlevania ... „Konami 
25... PSX Umi „a THQ Inc. 


Acclaim Entertainment 


Army AAA 300 Games ........... с 
„.Веейе Adventure Racing ................................Еесітопіс Arts 
.. WCW/NWO Revenge ....... «THQ Inc 


Nintendo of America . 


sisal Acclaim Entertainment 


..Nintendo of America ... 


„Nintendo of America ... 
...Acclaim Entertainment .................... 


Acclaim Entertainment 


Y 
Renting Games x» 
For the week ending April 18, 1999 
Weekly Weekly 
Rank Platform Title Game Publisher Street Date Turns (000) Revenue (000) 
N64 Feb '99 .. 


Man 99. cat 
Nov '98 


Exclusive Household Spending Survey 


Projected Spending 


Within the next year 


Planito 
6% Spend Моге 
11 107. Plan o 
0 Spand Lass 


Rianto Spend 
TheSame 


54% 


Preliminary results from an exclusive ACNielsen/GameWEEK survey of 
ACNielsen's Homescan™ panel provides some good news for the elec- 
tronic entertainment industry. A full 36% of U.S. Households plan to buy 
at least one PC or videogame in the next 12 months. That number 
equates to about 36 million households. Even better, almost 35% of 
those households plan to increase their spending in the coming year, 
compared to the prior year. Of that number, almost 1/3 (11%) did not 
make a purchase last year but plan to do so in the next 12 months. Of 
the remaining households, 54% plan to spend the same and just under 
11% plan to spend less. 


Videogame Decision Makers 
Within the household 


Children 
(OY. Female 
5 lo Children 


In the same survey, consumers were asked who had the most influ- 
ence on which PC or videogame is purchased. As expected, male 
adults are the most frequent decision makers at 43%. However, num- 
ber 2 is not male children, as might be expected. Female adults took 
the second spot and have the most influence on which title to buy in 
29% of households. Male children were not too far behind at 23%. 
Female children were far behind at only 5%. 


are based on responses from over 18,000 ACNielsen 


Calendar of Events 


June 


1-4 NewMedia ‘99 
Toronto, Canada 


www.newmedia.ca 


10-11 ‘99 Trends Conf. 
San Francisco, CA 


www.pcdata.com 
July 
8-10 VSDA Show 


Los Angeles, CA 
www.vsda.org 


August 


30-Sept. 2 
IEMA Exec.Summit, San Diego, CA 
www.theiema.com 


September 


5-7 ECTS 99 24-26 Focus on Video 
London, England Toronto, Canada 
www.ects.com focusonvideo.com 


GameWEEK reader services 


Letters to the Editor: Gazne WEE. 
ions, questions, or comments 
tor must be signed by the wri 


K invites readers to voice their opin- 
are of this section. All letters to the edi- 
and include your name, title, compa- 
x, and Email (if applicable). Game! 


ny, address, telephone. 


reserves the right to edit all submissions. Inclusion in this section is 
entirely at the publisher's discretion. GamelVEEK Magazine Editorial 
64 Danbury Road, Suite 500, Wilton, CT 06897 Phone: 
203.761.6159 Fax: 203.761.6184 Email: mike@gameweek.com 
Subscription Information: Gaye! К has a controlled circulation 
(free of charge) to all North American retailers/distributors who reg- 


ша! 


у conduct business through the sale of interactive entertainment 
hardware and software products. Inclusion on our controlled circula- 
tion list is at the discretion of the publisher. Pre-qualification on the 
ce list has been extended to employees of IEMA mem- 
approved by their respective headquarters. 


GameW 
ber compa 
Corporations, primarily doing business in the interactive entertain- 
ment industry that require additional copies, non-retail companies, 
or the ones located outside of North America, are required to pay 
the professional discount subscription rate listed below. Discounted 
rates for multiple subscriptions to the same corporate location are 
negotiable. 

Rates: U.S. $99.00, Europe $149.00, Elsewhere $200.00 Contact: 
Circulation Manager—Suzanne Manning Phone: 203.761.6160 Fax: 
203.761.6184 
Email: suzann 
Reprint Servic 
пуз editorial coverage make for persuasive selling kits. For more 
Reprint А 
, Lane 


ameweek.com 


ligh-quality Gamel EEK reprints of your compa- 


agement Services 
A 17606-5363 U 


information please contac 


Airport Road, Box 


List Rentals: GamelVEEK magazine does not make its mailing list avail- 
able for rent or sale as a courtesy to our subscribers. Solicitations pieces 


may, howe 
ing the publishers approval. For more information contact 
Magazine Advertising, 64 Danbury Road, Suite 500, Wilton, CT 06897 
USA Phone: 203.761.6157 Fax: 203.761.6184 Email: jeffd@ 


gameweck.com 
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Clinton Slams Game Industry in Wake of School Shooting 


Intense videogames again linked to crimes 


By Andy Eddy 

edia coverage of any tragedy 
seems to come in layers: Initial 
bulletins report the facts of the 

crime in progress or shortly after its con- 
clusion, and subsequent articles delve 
deeper into the lives of the killer(s), the 
victim(s), the effects on the city in which 
the calamity took place and most any other 
tidbit of information that may be consid- 


ered pertinent. Page after page of newspa- 
per coverage and minute after minute of 
television news programs are filled with 
increasing granularity in furnishing infor- 
mation to their readers and viewers. 

This was the case in the aftermath of 
last month’s shootings at a Littleton, 
Colorado, high school, where 13 people 
were killed before the two gunmen took 
their own lives. The first reports coming 
out of the area tried to determine the 
basics of what was happening—and were 
accompanied by stunning helicopter shots 
of the chaos, evacuations, rescues and сат- 
nage. Not long thereafter, the media mis- 
sion was to ascertain such facts as the actu- 
al number of those who lost their lives and 
to announce the discovery of bombs on- 
site, which led to mention of the lengthy 
search for other explosive devices that the 
antagonists left behind. Further expansion 
of the coverage on the gunmen continued 
with varied topics about how they got their 


weapons, the moods and intentions of the 


Doom was at the center of controversy in the latest school shooting. 


“Trench Coat Mafia” clique they belonged 
to, and the diaries and web sites that spoke 
of their tenets and external interests. 

It didn’t take long for this magnifica- 
tion into those responsible for this mourn- 
ful drama to result in major hits to the 
interactive-entertainment industry, partic- 
ularly following reports that one of the 
assailants was an enthusiast of id Software’s 
Doom. Immediately, a primary focus 
became the effect of electronic games on 


our youth—as reflected in the above head- 


lines from various news sources—with 
myriad claims that games, movies, music 
and other entertainments carry a certain 
measure of responsibility for what hap- 
pened in Littleton and other previous 


school-shooting incidents. Amplifying the 


scrutiny was the fact that one week prior to 
the Littleton tragedy, lawyers for the fam- 
ilies of three kids murdered by a teenager 
in a December, 1997 shooting in Kentucky 
filed suit against selected game companies, 
movie companies and Internet pornogra- 
phy sites for claims that they contributed 
to drive the gunman to his rampage. 


A HISTORY OF FINGER POINTING 
Through the last half century, we’ve wit- 
nessed witch hunts that target various 
forms of entertainment as being the next 
scourge of our society. In the "506, comic 
books such as Tales from the Crypt were 
slammed for their horrific imagery and 
gruesome storylines. Music in its various 
genres—rock ’n’ roll, heavy metal, rap and 
so-called “goth rock,” among others— 
have been announced as having the poten- 
tial to tear our moral fiber and wreck com- 
mon sense. Cartoons, such as Bugs Bunny 
and Roadrunner, are said to desensitize our 
kids to violence. 

On the surface, it makes sense to take 
games like Doom, Quake or Duke Nukem— 
what many would call a violence-inspiring 
activities—and say that they're destroying 
our youth’s ability to discern right from 


wrong. Of course, it would be great to find 
a concrete connection betw een a heinous 
event and the activities of the ones who 
committed it, but pointing such a finger at 
electronic games or other entertainments 
is at best a knee-jerk reaction. 

However, millions of people get enjoy- 
ment out of such games every day and 
don’t become deranged murderers. And 
that’s because 99.99% of those gaming 
enthusiasts see electronic games—and 
movies and "ГУ shows—for what they are: 


Politicians don't realize that a small percentage of videogames are violent. 


Colorado Teen Gunmen Liked Computers, War Games” 


—Reuters 


“Shooting Spurs Entertainment Debate” 


—Associated Press 


“Clinton Sees Violent Influence in 3 Video Games” 


“When Death Imitates Art” 


—Los Angeles Times 


—Washington Post 


“Buchanan Puts Blame on Entertainment Industry” 
—San Jose Mercury News/Associated Press 


“Digital Commerce: Linking Entertainment to Violence” 


—New York Times 


“Kids, Online and Off, Feast on Violence” 


entertainment sources that inspire the 
imagination and delve the participant 
into a diversionary fantasy world for a 
period of time. Sadly, the ones who are 
likely to criticize are the ones who are 
least likely to participate themselves and 
therefore don’t have a full understand- 
ing of what such entertainment forms 


can offer the consumer. 


Additionally, the fact that were 
approaching an election year carries some 
weight. When something like the Littleton 
tragedy happens, it’s commonplace to cre- 
ate a groundswell of emotion and lead 
everyone to jump on a bandwagon. A 
politician who addresses a crowd, says that 
he’s offended by supposed violence-induc- 
ing entertainments and states that it should 
stop seems like someone who’ looking 
after our best interests. Hopefully, people 
will look to the logic of the issue and make 


—USA Today 


educated decisions based on fact, not 
rhetoric. 

‘To those who look deeply into the rea- 
sons for school shootings and other similar 
crimes, they'll generally find the antago- 
nists are already detached from society in 
some form. As the facts came out, it 
appeared that the two gunmen who carried 
out the Littleton, Colorado killings were 
ostracized and outcasts. To people like 
that, it's common to find such derision 
accompanied by subsequent immersion 
into anti-social behaviors. In that case, a 
Doom or Marilyn Manson song may 
And if the 
end result is to lash out in anger, an emu- 
lation of those things that “speak to” them 


become a “sanctuary” of sorts 


can happen. 
With that said, while the impulsive 
response is to flowchart the timeline of 
such a disaster with “play violent electron- 
ic games and listen to raucous music" lead- 
ing directly to 
more logical course could be *lose hope" 


arm others," another 


eading to “detach from logic and common 
sense" to “harm others," with various 
forms of entertainment activities as things 
they do along the way—and not necessari- 
y influences or personality shapers. 

Sure, it's another theory, but one that's 
pretty well backed up by the millions who 
play war games and “shooters,” watch gory 
movies and listen to gloomy music, then 


proceed to go about their normal lives. It 
would be encouraging if it’s also consid- 
ered by those who desire to determine how 
entertainment forms figure in the cause 
and effect of such incidents as the Littleton 
shootings. GW 
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Acclaim’s СЕО Testifies 
Before Congress 


Industry self-regulation key for Internet privacy 


By Andy Eddy 


cclaim Entertainment Chairman 


and chief executive officer, Gregory 


Fischbach, testified before congress 


recently, urging them to allow industries to 


self regulate Internet privacy guidelines. 
Speaking on behalf of the Interactive 
Digital 


told Congress, 


Association, Fischbach 
“Our 


important strides toward protecting priva- 


Software 


industry has made 


cy. But my experience these last few 


months developing a privacy policy which 


works for Acclaim tells me that a ‘one s 


ize 
fits all’ legislative or regulatory approach is 
a recipe for confusion. Industry self-regu- 


lation, while imperfect, is ultimately the 


best and swiftest way to protect consumer 
privacy on the Internet.” 
IDSA recently 


privacy 


The issued voluntary 


industry guidelines, many of 


which, Fischbach said, mirrored privacy 


principles recommended by the Depart- 


ment of Commerce and the Organization 


for Economic and Cooperation and 


Development. Those guidelines include 


stronger protection for children ages 13 to 
17 and providing consumers with broader 
access to information companies hold. 
In addition, Fischbach noted that 16 
IDSA 


almost 60% of all game sales in 1998, have 


members, who accounted for 


posted online privacy policies as required 


GW 


by the guidelines. 


Gregory Fischbach 


Continued from page 24 


Industry Insiders Bullish on Growth 


he doesn't expect sales to hold up at those 
levels for the full year, he is projecting an 
overall increase of 10 to 15% in units and 
dollars. For 1998, NPD estimated 77 
leisure software units sold, up 18% from the 


million 


prior year, worth more than $1.756 billion at 
% from 1997 


bilis 


retail, up 2. 

One 
growth is the fact that more than 5196 of 
U.S. 
puter, according to the Media Metrix divi- 


factor for continuing 


households now have at least one com- 


sion of NPD. Pricing has dropped signifi- 
cantly with more value-added budget titles 
from many sources, and there continues to 
зе more “play-perceived value in videogames 
on the TV than leisure software on the com- 
yuter screen,” Roth observes. 
Doug Lowenstein, president of the 
(IDSA), 


There's a very posi- 


nteractive Digital Software Assn. 


shares Roth’s forecasts. “ 


tive feeling overall for the leisure software 
market from our member company CEOs," 
he says. "The consensus is for a solid but less 
impressive gain of 10 to 15% on a dollar value 
asis for all of 1999. “There’s 


sense that the new ‘mass market’ will propel 


a very strong 


computer games into the next century,” he 
adds. “We're already moving rapidly to a 


two-tier market, with high-end technology 
pushing the traditional ‘hardcore’ videogame 


market. The computer game market that 


relies on lower prices and higher volume is 
targeted more to the casual gamer.” 

Top leisure software titles in the first 
NPD's 
SimCity 3000, which sold more 


quarter noted by Roth include 


EA/Maxis* 


than 130,000 units in January and February; 


EAS Alpha Centauri; and Interplay's Baldurs 
Gate. Holdover hits from late 1998 included 
Sierras Half-Life, Blizzard’s StarCraft Brood 
War, Calella Big 
П and WizardWorks’ Deer 
Hunter LI. We're bullish on the PC market,” 


Activision/Head Games’ 
Game Hunter 
emphasizes Hasbro Interactive's (HI) presi- 
dent“ Tom Dusenberry. “It’s alive, stable, and 


ight into our strate- 


gy of proven brands with great gameplay. We 
look at 


broader and deeper into the mass market 


1999 as a year for growth, going 
with more categories and platforms. With 
over half of U.S 


technology еп 


homes having computers, 


hancements combined with 


consumer acceptance of the PC as ‘enter- 


tainment’ also plays in well for our 


family- 
oriented strategy. 
We dominate the board game area and 


are now going after gambling, puzzles and 


card games.” HI will introduce 33 new 


leisure games at ES 
Em@il 
launched in 
Windows CF 


ket, joining the quartet debuted in Mar 


including nine new 


Games titles, the new format 


February, and four new 


titles for the hand-held mar- 


h as 
the first third-party provider to Microsoft's 
underestimate the 


platform. “Lets not 


impact of the new EmQil category,” he say: 


“Several smaller companies are already out 
with games, and we anticipate others at ЕЗ. 
Children's entertainment is also a growing 
category for us and many others.” 


For Activision, Eric Johnson, senior vice 


president of marketing, “the PC market con- 


with the bigg 


у 


tinues nice and steady 


opportunities on the mass market side. * 


expanding penetration of good quality PCs 
with the ‘horsepower’ to run demanding 
games has made the computer a standard 
home appliance. A large, installed base of 
Pentium-drive PCs and new Macs with CD- 
ROM and new DVD-ROM 


ther grounds for optimism." 


drives are fur- 
‘To reach the 
fast-growing mass market, Activision bought 


Head Games and has agreement for Expect 
Software, major developers of oe A 


). *For hunt- 


cost titles selling for under $ 
ing, fishing, extreme sports pl lifestyle 


titles, we're very bullish,” he adds. “Our 
biggest hit has been Cabellas Big Game 


Hunter Il. For 1999, we'll be expanding our 
alternative distribution of spinner racks for 
low-priced lifestyle titles, card games and 
landscape design, as examples.” 

With a long history of hardcore game 
Acclaim sees Quake III: Arena as “likely 


to be the biggest PC hit of the year,” Johnson 


hits 


says. “Our 10-year license with Paramount 


for Star Trek has paid off handsomely, and 


we'll have at least three new games from the 
franchise this year.” Acclaim also will be 
bowing new titles for both PSX and N64, 
with its War Zone WWF in the top 10 for 
both platforms most of last year. 

In the overall leisure software market, 
НІ Dusenberry sees continual price ero- 
sion. 


“The proliferation of budget-priced 


lines, including our own at E?, will lower the 


average leisure software price as more con- 


sumers come into the mass market,” he says. 
“It means that the strong will survive and the 


weak will die in today’s—and tomorrows— 


GW 


very competitive marketplace." 
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You choose the target. Destroy 35 weapons and a new 
and View Points Monitor to entire buildings and rain rubble — ward-off the enemy while Mobile targeting system let you pick 
track the war around you. down on unsuspecting enemies! Field Bases repair your 'Mech. away at enemy 'Mechs. 


1999 Hasbro Interactive, Inc. All Rights Reserved. MicroProse is a trademark of Hasbro or its affiliates. BattleTech Material © 1999 FASA Corporation. Mech Warrior, BattleTech, BattleMech, and 'Mech are trademarks or registered 
trademarks of FASA Corporation and Microsoft Corporation. All Rights Reserved. Used under license. All other trademarks are the property of their respective holders. 5 5 


In the 31st Century, there is no-mercy. Join the Inner Sphere's Ste = 
team as they prepare the annihilation of the: deadly Smoke Jaguar Clan. 
You'll have over 20 missions, 18 fully customizable Mechs- to climb 
into, and enough weapons to flatterra mountain range; Not only is this 
the most immersive MechWarrior. experience to date; but there's also 
an all-new target acquisition system апа more battle environments 
than ever before. But watch your Бас 11715 fight is for survival. 


A 


|HASBRO 
| Interactive 


www.mechwarrior3.com 


www.microprose.com 


EVERYTHING о COMING UP 
¿110 BLOCKBUSTERS. 
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Nintendo’ в, 
4 and 
the PlayStation» 
game console 


“ National TV in the U.S. and Canada x * Extensive in-store promotion including POP, standees, | З rT 

* Print advertising in gaming, trade, and consumer publications oversized boxes, videos, and pre-order programs | 

* Online advertising at high-traffic gamer sites `° * Direct mail and e-marketing to core gamers 

* Twelve-month public relations blitz N * Demo CD program for retailers and consumers | 
px 


x 5 
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PlayStation 


www.3do.com m3 


ES 
© 1999 The ЗОО Company. All Rights Reserved. Army Men, Sarge's Heroes, Crusaders of Might and Magic, ЗОО, and their respective logos?ere trademarks and/or service.marks of The ЗОО. Company in the U.S. and other countries. PlayStation and the PlayStation 
logos are registered trademarks of Sony Computer Entertainment Inc. Nintendo, Nintendo 64, and the 3-D."N" logo are registered үте of America Inc. © 1996 Nintendo of America Inc. All other trademarks belong to their respective owners. 
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